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The fellow who got some extra 
soline coupons from his ration 
ard hardly had time to brag 
about it before gas was taken off 
the ration list. 

| £2 oe J 

It’s hard to tell who was the 
more flabbergasted by that pre- 
mature announcement of Jap sur- 
render slipped onto the wires, the 
UP or Bob Trout. 

* 4:9 

The OWI has let it be known 
that its campaign to recruit dogs 
for war service has been discon- 
tinued. 

Every dog has his day. 

= =. 

About 1,300,000 Fords and a 
million Chevies went off the road 
between July 1, 1941, and July 1, 
1944, R. L. Polk says. And won’t 
the boys in Detroit have fun put- 
ting them back on. 


y 


v v v | 

An advertising agency wants an | 
artist to do comprehensive lay-| 
outs, finished art work and letter-| 


| 


ing, and emphasizes its regular 
hours. Few artists can keep reg- 
ular hours and be that compre- 
hensive. 
7, FF & 

Even the revered AP refers to 
“the 1948 Olympiad,” although | 
everybody else knows that it is 


the Olympic games they were in-| 


tending to talk about. 
. | FF 
Engineering papers to discuss | 
atomic energy are already in the} 
works, the grapevine says, but} 
SEP and Newsweek were talking 
about the atomic bomb away back 
in 1939 and 1940. 
, a 


“Hat Group Will Name Agency | 
for $250,000 Drive” — news wa? 


| 


in ADVERTISING AGE, 


And the manufacturers hope} 


he campaign the new agency gets | dad 


» won’t knock your hat off. 
3. 9 
The McClatchy Broadcasting 
ympany’s Beeline is sending jars 
f honey to time buyers, a gesture | 
hich ought to sweeten up the) 
rst sourpuss in the business. 
yvvy 
There’s an opening in the ad- 
tising department of a manu- 
turer of bras and foundations, 
the agency says it’s a won- 
ful opportunity for an aggres- 
clear-thinking young man. 
With a good foundation you can 
anywhere. 
. ee 
lark Belstaire, the Town Crier 
the Detroit Free Press, is, they 
no snoop, peeps through no 


holes, uncovers no deep, dark 
‘ets. 
jut how good is he at predict- 


blessed events? 
yvvy 
B. Cunningham tells 
et Journal that it “has 
ed to clarify many of 
time headaches.” 
tu mean you found 
part of your head 


Wall 
often 
our 


out just 
was ach- 


y,vy 

me knowledge of psychology 
equired for toy sales person- 
says Kay Hardwick. And 
some knowledge of electrical, 
ianical and civil engineering. 


Copy Cus. 


Now It’s Up to Us 


American and allied fighting men, backed by the pro- 
ductive genius of American industry, have won the war. 

The soldiers, the sailors, the Marines, the Coast Guards- 
men, can lay down their arms. They have fought the good 
fight, and they have won. The managers, the planners, the 
workers in the inconceivably vast and efficient American 
“arsenal of democracy” can rest, briefly, on their laurels. 
They too have fought the good fight, and they too have 
won. The fighting man and the production man alike merit 
the undying gratitude of a world they have saved from 
destruction. 

But neither military men nor production men can win 
the peace. The magnificent productive capacity of Ameri- 
can industry, shoveled into the insatiable maw of Moloch 
for five terrifying years, must be utilized now for the re- 
habilitation of a devastated world, for the constant improve- 
ment of standards of living, for the fulfillment of human 
wants and the creation of a solid economic foundation on 
which all hope of peace eventually rests. This is a job for 
the marketing man 
the advertiser. 

The problems of peace are many, but the crux of the 
American problem is simple: 

To maintain employment, production and national 
income at or near the high level of the war years. 

If America can maintain high level employment, pro- 
duction and national income, the stage is set for the greatest 
period of prosperity in American history. If America is 
prosperous, the world is likely to prosper. If the world 
prospers, peace is assured. 

In our economy, free enterprise, -with the accent on the 
enterprise, and sound, aggressive merchandising, selling and 
advertising, are the prerequisites of high level employment. 
production and national income. 

The “postwar” world—the world we are living in NOW 
is the marketing man’s oyster. We are confident of his 
ability to crack it. 


for the merchandiser, the salesman. 
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Washington Pattern: 


Free Hand for Industry 


By STANLEY E. COHEN 


answer to our needs is “peacetime 


Washington, Aug. 15.— Even as 
the streets of this traditionally re- 
served national capital remained 
littered with the debris of a wild 
night’s victory celebration, govern- 


ment war leaders today went on| 


record with advice that the leaders 
of business and industry will be 
expected to set their own recon- 
version pace and tackle the prob- 
lem of finding new markets for a 
greater volume of goods than they 
have ever produced before. 

The government 


position was 
outlined by Reconversion Direc- 
tor John W. Snyder and WPB 
chairman J. A. Krug, who em- 
phasized that in the race to re- 
turn to civilian pursuits, govern- 
ment planning could never hope 


to keep up with the achievements 
of production directors of indi- 
vidual firms, and gave assurance 


that government’s reconversion 
role would be that of a “trouble 
shooter,” to help industry over 


the rough spots. 


A Great Challenge 


As Mr. Snyder saw it, the great 
challenge ahead was to create 
iobs for all those willing to work: 
to provide a steadily rising stand- 
ard of living; to stabilize the 
economy and guard against infla- 
tion or deflation, and to increase 
opportunities for farmers and 


business men. Stressing that the 


production, vastly expanded over 
anything this or any other nation 
has ever seen,” he pointed out 
that the changeover from war to 
peace involves a significant change 
in our methods of doing business. 

“During the war, business men 
and farmers had one customer for 
almost half the nation’s output,” 

(Continued on Page 60) 


Heads of 352 Industries 
See 42% Production Gain 


34°, More Employment in 1947 than 1939 
Predicted by CED as Result of Survey 


| 


| 


New York, Aug. 16.—In 
assumed to be 1947 —the 


value of manufactures 


the first full postwar year— 
in the 


United States will be about 42% more and employment in 
/manufacturing will be about 


marketing committee of the 


34% more than in 1939, the 
Committee for Economic De- 


' velopment estimates in “American Industry Looks Ahead,” 


a survey to be released Aug. 20. 
Preliminary findings in the study (AA, May 28) had in- 


dicated increases of 41% 


in value of manufactures and 


about 29%. in employment in this period. 


Fate of Magazine, 
Book Paper Rules 
Remains Undecided 


Washington, Aug. 17.—Fate of 
paper restrictions for other ,than 
newspapers remained “in the air” 


today, as WPB summoned its 
|magazine, book and commercial 
printing industry advisory com- 


mittees for a special meeting to 
discuss the effect of V-J Day on 


|the printing and publishing or- 
ders. 
Newspapers were already on 


notice from WPB Chairman J. A. 
Krug that government control 
over newsprint will have to con- 
tinue for several months because 
“it is a matter of paramount con- 
cern that smaller newspapers are 
not forced out of existence dur- 
ing a period of scarcity directly 
resulting from war _ conditions.” 
Whether the magazine, book and 
commercial paper restrictions 
would be continued during the 
next few weeks of “relative scar- 
city” appeared to be one of the 
major questions which would be 
submitted by WPB for industry 
advice at the meetings here Mon- 
day. 
In Better Supply 


300k papers 
three industries are in 
ably better supply, 
(Continued 


these 
consider- 
face 


58) 


used by 


and 
Page 


con- 
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Last Minute News Flashes 


Pulp Campaigns to Continue Indefinitely 


New York, Aug. 17.—The end of the Japanese war does not ease 
the paper situation, and both the paper and pulp wood campaigns will 
be continuing operations until “industry and economic normalcy is re- 
stored,” Frank Block, director of the war activities committee of the 
pulpwood consuming industries, said today. He expects “no improve- 
ment in the domestic production of pulpwood in the immediate future 
or for some time to come unless there a marked imp ement in the 
nanpower picture.” 

Futterman Leaves Goldblatt to Open Agency 

Chicago, Aug. 17.—William Futterman, for 18 years with Gold} 
Bros. department store chain ge f advertising, h re 
as vice-president and sales | rn ge 
open his own advertising agen Te e Se ] I 
will announce the e¢ e at 
office space has been secured 


Treasury to Launch Victory Drive 


Washington, Aug. 17 The Tre 
next loan drive probably in Oct 
Victory, and the bond ll be d 
Bond The d € A 1 

idd tionad Veu F 


ury Department 
Her The me f the dy 
Vict B qd ‘ A 
te 
nes are on Page 2 


The value of 
| based on 1939 prices, has been 
| figured from estimates for their 
| industries made by 1,406 manu- 
|facturers and 158 trade associa- 
|tions. Twenty major industries 
and 352 industrial subclassifica- 
|tions are represented. Although 
|59 of the principal subclassifica- 
tions as used in the 1939 Census 
of Manufactures are not repre- 
| sented, the industries included 
| produced about 97% of the value 
{of manufactures in 1939. 

The employment estimates have 
| been made, on the basis of the 
| manufacturers’ preduction § esti- 
| mates, by the marketing cormmit- 
tee itself. 


manufactures, 


Manufactures at $80 Billion 


The aggregate value of manu- 
factures would rise from $56,843,- 
| 000,000 in 1939—which, the com- 
mittee says, “may be taken as 
the last more-or-less normal pre- 


bee year’—to $80,515,000,000 in 
|: 1947, an increase of 41.6%. Pro- 
|duction of non-durable goods 


| would expand from $32,773,300,- 
000 to $44,458,200,000, or 35.7%; 


of durable 
700,000 to 


goods, from $22,906,- 
$34,426,500,000, or 


50.3%, and of miscellaneous 
goods from $1,163,.000.000 to $1,- 


630,300,000, or 40.2%. 


See 53,500,000 Workers 


The number of manufacturing 
employes, the committee  esti- 
mates, would expand from 10,- 


100,000 in 1939 to 13,500,000 ir 


1947, or 33.6%, and total civiliar 
employment would gain from 44 
900,000 to 53,500,000, or 19.1% 
The committee emphasizes, how- 
ever, that the employment figure 
are merely it ‘best guesse 
Such imponderables as working 
nou! ind W ¢ ‘ en 

yulC iffect the ¥ ] ri 

l err ner! ( ai 
tweer 1 y ] 
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Advertising Age, August 20, 945 
Comparing retail sales with dis- 


2 
s a cs . , 
National Advertising May posable income, the survey dis- Last Minute News Flashes — 
closes that there is a definite di- P . ‘ ° 
‘rect ratio between the two, and| Grossett’s Film Library Drive Starts Soon 
. that when the figures are charted New York, Aug. 17.—Grossett & Dunlap, Inc., will begin advert ip 
it er in order of magnitude, rather| the new Film Classics Library in September in 15 newspapers thro: gh- 
/ / than chronologically, there  is| out the country. Other advertising will appear in five business pa ers. ’ 
practically a straight line rela-| Later, national magazines will be used, but schedules have not ye; 


To 


ee }the years 1929, 1933 and 1935-|7. "|: : ie ee : 
Life Survey Shows |1941. Data was compiled by Car- tionship. been set. Sussman & Sugar is the agency. 
Postwar Sales and vel Lange based on Department Ad Projections Made Hat Research Group Names Grey Advertisng 


Ad Estimates }of Commerce and other figures| phys in 1933 disposable in-| New York, Aug. 17.—The Hat Research Foundation has named ( rey 


and does not cover the war years, come reached $44.5 billion and| Advertising Agency to handle a $250,000 advertising campaign ( \A. 


New York, Aug. 15.—If the| which are presumed to be ab- | retail sales $24.5 billion. In 1937/ Aug. 13), and media plans are now being made. Russell W. Allen C\m- 


postwar national income reaches normal. income was $69.2 billion and sales,|} pany will handle marketing studies for the hat group, and the Insti‘ute 
$140 billion annually, as the CED} No Income Guesses Made $42.2 billion; and in 1941 dis-| of Public Relations will serve as overall coordinator. = 
estimates, retail sales would reach| Actually, no prognostication is| posable income hit $88.7 billion | — 
$81.5 billion and national adver-| made of any particular postwar! and retail sales had risen to $55.6, CBS to Broadcast Color Television Loo 
tising expenditures in newspapers, | income figure, but the projections | billion. | New York, Aug. 17.—CBS in December will erect an ultra-high re. actt 
outdoor, network radio, farm pub-| are carried out on the basis of| Projecting these figures into| quency television transmitter on the 71st floor of the Chrysler building, nes 
lications and magazines would | anywhere from $100 billions to|the various estimates of postwar |New York, with which high-definition color television will be broad- Tru 
amount to $753,000,000, accord-| $160 billions of national income.| national income, which runs $15| cast on a frequency of 485 megacycles. goit 
ing to a survey by the market| Reason advanced for the use of} billion more than the “disposable | ° ‘ . ’ 
research department of Life. This | “disposable income” as opposed| income” figure used in mem in. Eastern Air Runs This Is Tomorrow Ad 100m 
figure is for space and time costs}to national income is the fact|stance, if the CED figure of $140 New York, Aug. 17.—Eastern Air Lines, Inc., through Campbell- thir 
only, and for “national” adver-| that the former excludes undis-| billion postwar were attained,| Ewald Company, is placing a one-time newspaper insertion of 1,000 MI’ 
tising only. tributed corporate profits, pay-| retail sales would reach $81.5 | lines in 102 papers in 50 cities throughout the country, stating “This fling 
The brochure, entitled, “What’s|/roll taxes and direct personal| billion, or an increase of 79% | Is Tomorrow, the Time to Begin.” cast 
ahead for advertising,” presents; taxes. It includes, however, so-| over the 1938-1941 average of . . nan 
disposable income, retail sales|cial security benefits, relief, divi-| $45,525,000,000. At the $100 bil- Chester Foust Joins Hill Blackett Agency Ni 
and advertising expenditures for| dends, etc. e | lion income level, sales would be| Chicago, Aug. 17.—Chester Foust, formerly vice-president and mente ; 
: 'ger of the Chicago office of Kenyon & Eckhardt, and previously fo: pag’ 
|many years vice-president of J. Walter Thompson Company, has no s 
| joined Hill Blackett & Co. as a partner. ing, 
cies. 
| $53.3 billion, an increase of 17%.| papers and outdoor are not com- adr 
| In most instances, national ad-| pletely available. com 
| vertising in magazines, farm The nine classes used are food, lor ‘ 
| papers, radio, outdoor and news- | automotive goods, radios. and a gi 
|papers kept pace with sales, but/| musical instruments, smoking ma- up V 
|}in 1940 the line for advertising| terials, toilet goods, medical sup- 
|showed signs of leveling off al-| plies, kitchen supplies, wine an 
| though sales figures continued to|liquor, house furnishings 
mount. However, the relationship| clothing and footwear. 
| between sales and advertising; If national income reaches $14 
| was sufficiently high so that fu- | billion, food store sales shoul 
| ture projections could be made.|reach $17.2 billion, an_ increas 
| In 1933 sales of $24.5 billion] of 59% over the 1938-41 average, nut 
| were accompanied by advertising| according to the survey. At this ~ 
|expenditures of $304 million. In|level, advertising expenditure: cnal 
| 1937, sales were $42.2 billion and/ would be $83,300,000, up 61%. In Den 
| advertising cost $470 million. By|1941, food sales amounted to with 
| 1940 sales had reached $46.4 bil-| $12.576 billion and advertising, part 
|lion and advertising, $474 mil-| $57,653,000. who 
lion; and in 1941 sales had hit To prove the validity of its oan 
$55.6 billion whereas advertising| figures, the survey shows that in s 
} was $513 million. 1944, when disposable income i 
| The advertising figures do not] rose to $137.5 billion, the projec- — 
include retail, financial or classi-| tion showed an estimate of $18.8 fail 
fied advertising in newspapers, | billion for food store sales. Ac- peal 
nor direct mail, merchandising | tually, stores sold $18.9 billion insp 
helps, talent costs, etc. | At the same level, advertising ex- ate 
penditures would reach $92,500.- an 
How Volume Would Run |000; the actual expenditur: bi 
Projecting the national adver- | 2mounted to $91,400,000, within full 
tising expenditures into the fu-| the probable error of estimate higt 
| ture the figures shape up as | How Major Groups Look thes 
follows: at the $140 billion na-| and 
tional income level, advertising | Using the $140 billion CED iMG 
would reach $753,000,000, an in-| figure for national income _ post- — 
crease of 65%; at the $100 billion| war, throughout, the following and 
level, it would hit $537,000,000,| estimates for sales and advertis- Sky 
an increase of 17%. }ing of the other categories were or 
The figures for the advertis-| given. of 
ing data are based on nine specific | Automotive goods sales would . 
classifications of advertising which| rise to $18 billion, an increase - 
together accounted for 87% of all|/114% over the 1938-40 average — 
advertising in national media in|and advertising expenditures Te 
the years 1938-1941. They cover} would increase 98% to $50,900,- fre 
only magazines, chain radio and: 000. - 
farm publications, since national Radios and musical instrumé¢ 
and local breakdowns for news- (Continued on Page 58) 
| Effective Buying Income—1017° |’ 
in 
= KVOO'S Daytime 
; alf-Millivolt Arec 
Tu ffy, placing space through doubled the percentage of local adver- " 
~ , : , 224 —_— as compared to 
Gray & Rogers, is cleaning up in more tising that appears in The Courant. 
| . Entire State of 
[lartford market homes by scheduling ecieiith eamaiieal ee OKLAHOMA 
a . : aa ' : Gilman, Nicoll & Ruthman 
Phe Courant. In using The Courant’s 
This includes the bonus countries in Missouri, Kansas, and Arkansas 
broad, influential cov erage of the en- T H E H A R T F 0 R D making the KVOO market the best buy in OKLAHOMA—truly 
; Oklahoma's No. | Market. 
tire area, Tuffy joins result-wise Hart- << 
ford retailers, who in four years have 50,000 WATTS 
/ TULSA, OKLAHOM L 
eae 
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Modern Industry 


elected from August 15th, 1945 


all management men concerned with making 
and marketing better products at lower cost. 


» » Areport on page 33, by 
Ruth Fyne, MI’s Distribu- 
tion Editor, presents some 
striking facts. » » Conserv- 
ative authorities, it seems, 
agree that in ten post-war 
years something over a bil- 
lion dollars will be invested 
in airport development. » » 
Ambitious city fathers 
seeking the tag “air capital 
of America’’—state, county 
or whatever — realize that 


be 


Looks Good At no time has char- 
acter analysis had so many busi- 
nessmen followers. » » Each new 
Truman appointee gets a thorough 
going over. » » Each has been 


airports are to aviation 
what harbors are to shipping. » » And 
they are cozy in their knowledge that 
where only relatively few places by 
grace of God have deep water harbors, 
every community has an abundant 
blue sky overhead — and now’s their 


petualism for its supremacy plans 
Idlewild—a real challenge for sales- 
planners. » » Within a few years 
this mammoth scheme will be a 
$100 million air plant with 70,000 
employees and their families in 
permanent residence around its 
boundaries. » » Let’s see the pic- 
ture. » » Idlewild by 1960—a com- 
munity of 500,000 or more. » » Air- 


strips handling more than 8,000 
planes a day. » » Swarming with 
tens of thousands of sightseers on 
average weekends. » » Elaborate 
set-ups to trap their dollars in 


service linking this teeming port 
with the lesser airfields in the 
metropolitan “airea” which will ex- 
tend far beyond the traditional 
radius used for circumscribing 
major markets. » » Hotels, night 
clubs, shopping meccas will bur- 
geon and bloom. » » This metro- 
politan change of life will affect the 
life of every feeder-community. » » 
The opportunities are staggering in 
their estimated proportions. » » The 
whole prospect is wide open for 
vigorous thinking and new ideas. 
» » Even Hizzoner LaGuardia de- 
veloped a peach of a scheme to 
save 12,000 miles of plane-taxiing 
a day. » » This fascinating report 
in the August 15th issue is recom- 
mended summer reading for brain- 


READER Writes 


+... This office is making prepara- 
tion for a three-day conference of the 
minority groups representatives from 
the various regional offices of the 
War Manpower Commission. We 
would like 20 reprints of your article 
‘Solving the Racial Problem in Your 
Plant’ to be included in each repre- 
sentative’s kit...” 


Ad Our H +14} ma Scrfetvy Denar 

ment would like t jet their ha 

on 25 reprint f tl ticl Bac 
Lighting Is Shackling Your Plant’ in 
the April 15th issue .. .” 


. « - I noticed that your previous 
Debate-in-Print was on the question 
of permanent banning of racial and 
religious discrimination in jobs. You 
are rendering a public service in 
presenting both sides of arguments of 


jooked upon as another portent of 
things to come. » » Henry Ralph, 
MI’s Washington Editor, has a 


chance. 


» New York, seeking per- 


full working order. » » Ajir-taxi 


cell agitation. 


this nature... 


fing at long-range “weather” fore- 
casting and submits his report to 
management men in industry—see 
“New Faces in Washington’, on 
page 163. » » While there has been 
no sudden change, no houseclean- 
ing, no announced reversal of poli- 
cies, the character of the Truman 
administration has a fresh, new 
complexion. » » If the one we had 
for so many years might be termed 
a galloping sorrel, we have come 
up with a new, steady-gaited chest- 


nut and everyone in business seems 
happy that the horse has been 
changed. » » We now have Missouri 
Democrats, Senators who served 
with Truman and men without 
party or pressure-group backing 
who were picked because they ap- 
peared to have the qualifications 
for their respective jobs. » » No 
social workers, professors, business 
failures or ward heelers have ap- 
peared. » » Already these men have 
inspired such confidence as to indi- 
ate that the country is entering 
an “era of good feeling” lacking 
since 1929, » » They will work for 
full production, high wages, and 
high consumption — but achieve 
these goals through national unity 
and free enterprise with the mini- 
mum of government interference 
and compulsion. 


Sky-markets What will airports 
or airparks for every community 
of 5,000 or over mean in terms of 
markets for all kinds of products? 


Tear Sheets of Any of These Articles 
from the August 15th issue of Modern 
Industry Cheerfully Sent on Request 


Jown-to-Earth Planing 

for Sky-High Sales...........0s+sseesedd 
ou've heard plenty of fancy talk 
bout air transport changing dis- 
ihution & markets. Here are 
ld facts on airports. 

-an Acrylics Clear Up Your 

‘roduct Problems? ...............ssessss«-44 
ew improvements make these 
rsatile plastics cheaper, more 
at resistant, add new fabricat- 
g methods. 

° Your Women Troubles 
ef 
rom 60 to 84% want to keep 
eir plant jobs. Take these tested 
»s on selecting, handling, piac- 
g for peacetime production. 

ew Faces in Washingfon.......... 163 
ecent Cabinet switches bave 
iportant meaning to industry. 
: lower ranks of officialdom, as 
ell, shifts are being made whose 
rnificance should be realized by 

L ery management man, 


The Postman Rings Twice 


..e then 


b pues SELLING TO INDUSTRY—the buy- 
ing power of the reader is the buying 
power of his plant. The importance of the 
reader's voice in influencing decisions is a 
mighty factor, too, 

For your information. Modern Industry 
covers more than the 31,500 plants respons- 
ible for approximately 89° of the total 
manufacturing production of the U.S.A. 
And this staff-written, illustrated magazine 
of interpretative journalism is edited ex- 
clusively to activate more than 50,000 man- 
agement men (at all levels) concerned with 
making and marketing better products at 
lower cost. 


However, it's one thing for a magazine to 
reach all these management-men in top 
manufacturing plants — but what happens 
after the postman rings twice? 


What! 


Recently, an influential management-reader 
commented, “Modern Industry fills a need 
without duplicating the field of any other 
magazine’. What this reader means. is that 
in one complete package every month he 
gets interpretative, penetrative and pro- 
fusely illustrated staff-written articles on: 
Cutting Production Costs, Product De- 
velopment, Employer-Emplovyee Relations, 
Planning More Sales, Better Distribution, 
Government & Industry, Industrial Eco- 
nomics, Industrially Significant News, etc. 


This is the skeletal framework of each and 
every issue. And Modern Industry is edited 


the most cxpensive way for the readers’ 
pleasure and profit—Modern Industry is 
staff-written by traveling editors who do 
their own field-research in person. 


When these traveling editors put their arti- 
cles and reports together they have but one 
single, purposeful objective in view. They 
strive to build action-factors into every 
article in order to motivate more than 
50.000 management-men in more than 31.500 
manufacturing plants to act... in their 
own self-interest—profitwise. 


When you sit down with a copy of Modern 
Industry and leaf it page by page it be- 
comes very clear why this unusual magazine 
with the unique editorial approach has won 
such a responsive, action-taking audience 
among its estimated 220,000 monthly read- 
ers at all management levels. And. when 
the postman rings twice, this well-integrated 
audience takes action three ways. Readers 
adapt what they read to their own opera- 
tions. Readers write to the editors of 
Modern Industry. Readers write to the ad- 
vertisers in Modern Industry, If it's action 
you want... Modern Industry delivers 
all 3; the Plants, the Men, and the Markets. 


Modern Industry 7he Staff-written Magarine of Juterwretive Journalinn 347 Madison Ave.,N.Y.17 


CHICAGO 6:20 N. Wacker Drive * CLEVELAND 14:6 
SAN FRANCISCO 4; 68 Post St. © ATLANTA 3: 1722 


CHEMICALS 

FOOD 

IRON & STEEL 
LEATHER 

MACHINERY 
NON-FERROUS METALS 
PAPER & PULP 


Modern 


PETROLEUM 

PRINTING Ind ustry 
penen BASE PAPER 
STONE, CLAY & GLASS cen 8044ene 
TEXTILES TO ImDUSTRY 
TRANSPORTATION 

WOODWORKING 

MISCELLANEOUS 


27 Union Commerce Bldg. * PHILADELPHIA 2 1S. 16th St 
Rhodes-Haverty Bldg. * LOS ANGELES : 


PLANTS 


—more than 31,500 which produce approximately 
89% of all manufactured goods 


+ 
MEN 


—more than 50,000 of them, the responsible manage 
ment men men with multiple responssti 


the nation's most important plants 


_ 
—_— 

—ALL the manufacturing industries — because all 

of them have a dramatic unity of interest in Louer 

Costs. Labor Relations, Industrial Economics and 


the other valuable services reported on by Modern 
Industry's staff-editors 


pe . . a 
es — | | | | 
Luuch “lable | | 
TOPICS 
Se 
a ey. 
ae | ee ___ | bene : 
q —— am f , 3 q 
Wid... May a : =), 
mee geet | 4 ££ : i 4 3 
| 
_ | 
| &X — 
17: ‘ha qa wa ee | 
q | wrod I vd ‘ Hn 
| : ’ ij a ae _ 
uly . * Pe =, ! \ | 
" 


4 
To Ralph Harris 


American Leather Novelty Cor- 
poration, Jersey City, N. J., 
maker of billfolds and leather 
specialties, has appointed Ralph 
Harris, Advertising, New 
to handle its account. 
lications, direct mail and displays 
will be used. 


Plan Gallowhur Drive 
Gallowhur Chemical Corpora- 
tion, New York, through J. M. 
Mathes, Inc., is starting an insti- 
tutional campaign of full pages in 


York, | 
Trade pub- | 


Business Week, Nation’s ommeres | Size Joins Dana Jones 


New York Journal of Commerce 


jand Wall Street Journal, and 450 


lines in the New York Times Re- 
view of the Week section. The 
campaign will cover all Gallo- 
whur divisions. 


Appoints McPhail 


James A. McPhail, 


formerly 
with D’Arcy 


Advertising Com- 
pany, St. Louis, has joined the 
executive staff of the United 
States Advertising Corporation in 
Toledo. 


Elmer Streb, formerly partner 
of Ayer & Streb, Rochester, N. Y.., 
| direct mail agency, has been ap- 
| pointed account executive and 
| head of the direct mailing depart- 
|ment of Dana Jones Company, 
Los Angeles agency. 


Appoints Kaplan 

Lt. Col. Henry C. Kaplan, for 
the past three years in the China- 
Burma-India theater, and pre- 
viously president and _ general 
manager of Old Tyme Distillers, 


Inc., and Knickerbocker Liquors 
Corporation, has been placed in 
charge of trade relations for all 
selling companies of Schenley 
| Distillers Corporation in the New 
| York metropolitan area. 


Nielsen Signs NBC 


A. C. Nielsen Company, Chi- 
cago, reports that its contract for 
delivery of the Nielsen Radio In- 
dex service to the National Broad- 


casting Company has been ex- 
tended for two years, following 
similar extension of its CBS 
contract. 


What's Ahea 


NNOVATIONS and improvements in materials 
] offer opportunities for a profitable railway mar- 
ket for those manufacturers with foresight, resource- 
fulness and ingenuity in adapting them effectively 
to specific railway needs. 


Outstanding developments in metals and their alloys, 


plastics, synthetic rubber, electrical apparatus and 


lights, glass, wood fabrication, cements, asphalts, 
asbestos and gypsum — all point the way to many 
new competitive products for use, not only in the 


building of new railway equipment and structures, 


but in their maintenance and upkeep as well. 


Manufacturers with products in, or adaptable to, the 


basic railway market should prepare now 


— through 


regular business paper advertising —to build strong 


railroad business relations for the post-war period 


ahead. 


The recognized channels of authoritative 


technical and business information are four Simmons- 


Boardman railway publications. Each publication 
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Railroad Market 


serves one of the several branches of railway activity 
—each one has a specialized audience of key men. 


Information on the prospective 


market for new mate- 


rials and products and other phases of the railroad 


post-war outlook — of timely value to manufacturers 
— is provided in the 100-page booklet, The Post-War 


Railway Market for Manufacturers," prepared by 


the editors of Railway Age and its three associated 


publications. 


*Any of the offices listed below will 
be glad to send you this booklet, 


free, upon request... 


The Post-War 
Railway Market 


for Manufacturers 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 West Adams St., Chicago 3 
Washington 4, D. C, 
530 W. 6th St., Los Angeles 14 


Terminal Tower, Cleveland 13 
300 Montgomery St., San Francisco 4 
Henry Building, Seattle 1 


4518 Roland Ave., Dallas, Texas 


SIMMONS-BOARDMAN 


Advertising Age, August 20 194: 
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New YorK STOCK EXCHANGE 


— 


STARTS PROGRAM—Opening ad jy 
the New York Stock Exchange's ingii. 
tutional series is this 640-line copy 
which ran last week in about 409 
newspapers in more than 300 citig 
across the country. Gardner Adver. 
tising Co., St. Louis, is the agency 


—. 


Trimmer, 2-Engine 
Amphibious Plane, 
to Be Built Soon 


Kansas City, Kan., Aug. 14~— 
Commonwealth Aircraft, Inc., has 
}announced that it will probab) 
| start production within 90 days 
on a new twin-engined amphi. 
ious, lightweight plane, ths 
of which will be “somewhere n 
| that of the higher priced mot 
| cars.” 
| Known as the “Trimmer,” t 
amphibian will have a_ better. 
than-average cruising speed of 1li 


end of the year. 
win Aircraft & Engines—expect 


ers nationally. 
fications will be 


Complete speci 
announeed in 


ing planned. Company 


paratively speedy Trimmer 
ness men, sportsmen, chartel 
plane operators and airline: 
erating short feeder service * 
small airports. 


Serutan Plans Programs 

Serutan Company, Jersey Cit 
N. J., will sponsor three rad 
programs this fall for Seruta! 
and Nutrex, 
network. 
lahr, 


starting Sept. 


through Friday, 12:30-12:45 


a musical series, five t ime: 
weekly, 11:45 a.m.-12 noon, an 
A. L. Alexander, continuir n 
Sundays at 8:15-8:45 pm. (a 
EWT). 
Two Join Four A’s 

| The American Associati 


| Advertising Agencies has e 
|Adolph L. Bloch Adve: 
Agency, Portland, Ore., and 
|Reeves Advertising, 


| apolis, to membership. 


| 
| 


REACH THE | 


miles per hour, a landing speed 
of only 48 m.p.h. and fuel con- 
sumption of only nine and a half 


gallons an hour. Plant officials 
believe the first units will 
available to the public by th 


Commonwealth—formerly Rear: 
to market the plane through deal. 
national advertising campaign be: 
officials 
expect that the low priced, con- 


have a large market among bus: 


all on the Mutua 
They are: Victor Linc 
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hat designers 


metimes the results are 


unbelievabl 


a well dr 
Mrs 


know ¥ 
She is shown here 
a black evening bodice- made by covering @ well fitting bras 
Both are worn in several other 


in the other picture 


any of her own. 
and old dresse 


women who can re- 
dressed than her bridge 


make # * 
silk hous te 


ressed Women 


New Orleans’ Best D 
A Multitude 


In Combining Covers 


By Frances Bryson 
put ‘em together and see what happens.” is & favor- “— i 
nters of all kinds—{from drinkers to 


la for experime’ 
always intriguing to these people 
—os well as 


combinations are 
surprisingly 8 

y awful 

has the gift of inventiveness is not alvvays 


but she sometimes 15 


irlish Jooking mother of three chil- 
one of these ingenious women who likes to design her 

She swaps combinations around and may wear a 
sh one time—and as nead-dress the next 


woman who 
essed woman— 
Alvin Hero, 6 


thes 
asa 53 


\Well Dressed— 


erestingly 
s best dressed youn 


{riends never 


me of New Orelan 
estingly dsessed— for her 


with black crepe 
tying @ black satin ribbon on which 


pink roses. 
n the pink linen dress & 


een 


She makes most of the clothes her children weer, and 
w that the quality of aress unpredictable, 
5 likely to have bet 
make and wear old clo 
partner—!9 a new 


No 
$75 frock 


The woman who can take @ triangle of white pique and 
7 different, or use an old 
se be agp 


ummer hat that 
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NEW IDEAS 


in pages of fashion 


beauty and 


r/ 
zome management 


FRAN 
Hema Wears Pet “oe 
aged th an's Page, k 1S 
pd — women want ieeal- 
ashions, foods and livin : 
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problems. H 

— as. er stories pack ; 

loy page wallop whicl h 
yal readers i ee. 
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‘Woman Appeal } 


energy: 


| Makeup, Punch costs gaition 
‘tT; concentration and imag vation 
ws Fixtures We are beginning o get some 
results on the Item because WE 

sre now lavishing on the wo 

man page the same kind of 

» we ive our front 

ce of 


BELIEF VING 


ewspe 


American 9 

, readers 
Item are en” 
» little Wor 
, trying to 


their womer 
the New Orleans 
deav to give © the 


man” @ better preak ir 


with 


1 
, readers 
e an uneasy 
missing 4 


ard womer 


by turning 
line-appeal pa 


, mascu 
y y thelr jin cooperation 


“with th 


departme! t 


its practi 
up (of 


and so they throw 

sine readers a sop with @ |the art 
so-called woman's page, ex- Instead of depending on inex- 
ined Fritchey “This usually | pensive syndicate material, the 
sounts to a ladies’ dining room }Item 35 developing and using its 
a mens club own at This means a real ex 
“This attitude doesn't make | penditure in money and staff, 
e. The publishers of book: | because original illustrations Te" 
es Jopg 36° discov~ | quire extra photographers, ex- 

heir best \tra artists @ engraving 
It On the W si 
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Wants Action 
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A typical front page of the Item. 

showing orizontal makeup. with 

“one-two” punch headlines. 
idea 
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NEW EMPHASIS 


on women’s interests 


receives 


national attention 
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Ward Buys American annual prewar activity in build- | ber of forms. For instance, it could | The argument for stabil »atio, 
Ward Baking Company, New| ommerce e S$ p ing and related industries. | assemble figures on construction of the construction indust ha 
York, on Sept. 3 will begin a new | Commerce Ss plans in the con-| and maintenance and repair needs| strong Congressional and yjj;, 
juvenile series on 25 stations of | 2 . struction field have been in prepa-| by type and geographic location. | House support. Only last vee, 
the American Broadcasting com- Construction Unit ration for several months, but| It could estimate physical quanti-|for instance, Reconversio1 ie 
pany, to be heard Monday through | with the release of administration} ties of materials available and| John W. Snyder gathered a roy, 
Friday, 5:45-6 p.m., EWT. The} ‘ plans for emphasis on the con-/aid industry members in finding} of industry leaders to sex 1a 
program, —* Tennessee | S - struction industries during re-j|and determining their markets.| could be done toward estat in 
pte oo oe oe eA offered to 0 | usiness conversion, apparently the first|It could provide information on| construction at a high p twar 
omieeiion whe ay The Wand. agener! 'of Secretary Wallace’s programs| investment opportunities. | level. 
a Shean 17 : <a <A ke 4 |for expansion of his agency are 2 : 
= J. a" Thompson Company, | Hope Building Will | to Pears into their own _ Would Level Out Peaks Hopes to Centralize Inform: tion 
ew York. , 
Hit $15-$20 Billion : ore Mr. Taylor saw the construc-| In its reconversion planing 
$ $ | Secured Special Appropriation | +i, trades as a particularly im-| WPB is counting heavily < 


Taylor, director of the Bureau of| mated to account for 10% of the| paring to release a great 
Washington, Aug. 16.—With| Foreign and Domestic Commerce, | nation’s output of goods and serv-| trial construction program ‘i 
| military buying scheduled for an| obtained $75,000 from Congress|ices in a good year, and about] the next 30 days. In addition, th, 
| 80% cutback between now and De-| in a special appropriation for the| the same percentage of employ-| National Housing Agency has an. 
| cember, and with government faced | construction division. At the time, | ment. nounced that it will step 
|with the entirely new problem/|the Commerce request, though! He advanced a suggestion that| plan for 400,000 new hon 
| of encouraging civilian employ-| strongly supported by the U. S.| under a well organized industry- | the period ending next July. 
| ment, the Department of Com-| Chamber of Commerce and other! government program, construc-| The Commerce construction dj. 
|merce has geared itself for a ma-|industry groups, was subject to|tion activity could be stabilized| vision will be chiefly concern 
jor assistance program to the | considerable Congressional skep-|to avoid fluctuations, and under} with gathering constructio 


| Annually A few months back, Amos E.| portant field of activity, esti-| construction trades, and i pre. 
| 


construction trades, with a new! ticism. a condition of “full employment”| formation available at a ze! 
| “construction division” in the As Mr. Taylor saw it, the con-| it could be maintained at $15 to| government and private agenci 


|Bureau of Foreign and Domestic} struction division ought to be in| $20 billion annually compared|to present a complete picture 
Commerce, dedicated to the task | the position of providing market- | with a good prewar figure of $11 | the opportunities and develo; 
|of promoting nearly double the| ing data for the trade in a num-| billion. ments in all phases of private ar 
industrial construction activit 
Among the government agenci 
> : dealing with the problem on 
piecemeal basis at present 
the Public Works Agency on pub- 
lic construction; Federal Housing 
Agency on governmentally 
nanced private construction, and 
WPB. 

Creation of the new service or- 
ganization in Commerce means 
potential of more than 215,000 in- 
terested business “custome: 
Commerce estimates on the ba 
|of prewar figures. Of the 215, 
|individual firms in construct 
and related activities, 87% do | 
than $25,000 annually, many 
them being equipment and mate. 
rials distributors. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


Monthly Changes Name; 


Publisher Returns 


Effective this month, the name 
of the National Carbonator and 
Bottler, beverage monthly pub- 
lished in Atlanta, has be¢ 
|changed to the American Car- 
bonator and Bottler. Format | 
been redesigned and new editori 
features have been added. 

Major A. S. Loyless, editor a! 
publisher of American Carbonat 
and Bottler and of Lauwndryma 
Cleaner’s Guide, has returned t 
active duty following three yea 
service in the Army air forces 


Miller Appointed 

Alex M. Miller, previously pu- 
lic relations adviser to war it- 
dustrial companies, has be 
named vice-president and _ ger- 
eral manager of Editorial Se: 
Ltd., Toronto. 


the war clouds, the world of 


ne ae Forms Press Agency 
tomorrow is being shaped to the realities 


Dick Randall Associates 
been organized to handle 
licity and exploitation for t! 
cal, radio and allied fields 
offices at 2061 Broadway, 
changes of the war years. Today, America’s 3rd Market has more York. 


of everything than it had prewar . . . except 


of today by forward-looking men who have 


the breadth of vision to accept the inevitable 


These postwar planners know that new 
conditions call for new selling techniques. — "©WSP#PETs- But four dailies are success- | 
They also know that —when “production fully servicing advertisers who formerly had | 
the pick of five. And the linage trend of the 


prise — many key markets will require a forties is to “THe ReEcorp and OnE Other. | 


for Victory” gives "way to peacetime enter- 
new advertising approach, Come the peace, profit-minded space 
Philadelphia is a case in point. buyers know that this war-tested advertis- 
ing combination will continue to pay sales 
dividends . . . because no other blend of 
newspapers offers complete coverage of 


Philadelphia’s liberal-conservative market. 


wor PHILADELPHIA RECORD 


Fr] QUARTER MILLION DAILY - HALF MILLION SUNDAY | 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland | 
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eb e of Long distance call from Chicago. 

€velop- 

vat "Mr. Harper?” 

act 

agencl t . . 

gg "Yes, this is Harper.”’ 

sent er e ‘ ‘ ™ 

Hoar’ This is Jones and Downing, Chicago. We 

Pte haven't been able to call on you for some 

‘ion, an’ time, but...” 

rVvice or- "Justa minute... Who are Jones and Downing?” 

means 

15,000 

stome! 

the ba Memory is short lived. Keeping contact 

e 215, : ‘ 

saiinad with merchants in thousands of small 

thes . cities and towns all over the U.S.A. is a 

nd ma problem for manufacturers these days. A 
serious problem, because maximum sales 

Name; volumes cannot be had without selling 
this market where 56% of the retail out- 

+ gee lets are located. The manufacturer with- 

hly pt - 

ah out contact may be quickly forgotten. 

no ., A growing list of national advertisers 

rmat ! 

 edito are making frequent calls on small town 

ditor a America via PATHFINDER, Main Street’s 

arbonator ‘ ‘ ‘ 

idryma family news magazine. Highly regarded 

turned t “1 9 

ree yea by alert people, PATHFINDER’S fast mov- 

— ing well written articles have a loyal 
following in the smaller communities. 

= | And when a magazine is “right” editori- 

as bx ally you can bank on reader response. 

anc 5° 

| Sei Merchants of the smaller cities and towns 
know PATHFINDER is a magazine that 

“ commands attentive reading in their own 

dle communities. 

r tl 

sIds 

ray, N 
PATHFINDER BUILDING ° WASHINGTON, D. C. 


ADVERTISING OFFICES 
Philadelphia, 230 West Washington Square « « New York, 420 Lexington Avenue 
Chicago, 180 North Michigan Avenue . . . Detroit, General Motors Building 


GRAHAM PATTERSON, 
Publisher 
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Monarch Elects 

Monarch Mfg. Company, Mil- 
waukee, maker of men’s and 
boys’ sportswear, has elected the 


following officers: Clinton G. Mil-| 
Eugene G. Alter, | 


ler, president; 
vice-president and treasurer; Eu- 
gene H. Mahler, 
and Arthur C. Bohm, 
George Geiger, director of cus- 
tomer service and traffic depart- 
ment, fills a vacancy on the board 
of directors. 


Healthaids to Salzman 


National Healthaids, Inc., New 
York, maker of Sul-Ray colloidal 
sulphur products, has announced 
plans to spend $250,000 this year 
in newspapers, magazines and 
radio through Hal A. Salzman 
Associates, New York. 


S$ S Flexible Paste Cold Padding 
Cempound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1! 


vice-president, | 
secretary. | 


publishing or radio? 


without charge. 


likely looking veterans. 


Pitch In-Help a Veteran 


Know a World War II vet who craves a job in advertising, 


Do him a favor by telling him of Apvertisinc Acer’s free 
Job Hunter service, which brings vets and jobs together 
Have him write Job Hunter, ADVERTISING 
Acre, 100 E. Ohio St., Chicago 11, for a free application 
form. Jobs of all kinds are available—all over the country. 
And if you’re looking for a good man for your own shop, 
ask Job Hunter to send you a file of applications from 


eral Electric 


Don Lee Orders G-E 
40 Kw. Transmitter 


With the filing of an FCC ap- 
plication to operate a television 
station on Mt. Wilson outside Hol- 
lywood, the Don Lee Broadcast- 
ing System has ordered a 40-kw. 
television transmitter from Gen- 
Company, Schenec- 
tady. The network’s video sta- 
tion, W6XAO, in operation in Los 
Angeles since December, 1941, 


| will be used as a television relay 
site after the! 


station and studio 


new transmitter is installed. 

G-E also has orders for 40-kw. 
transmitters from the Chicago 
Tribune and the New York Daily 
News for postwar video stations. 


To American Transformer 

George G. Felt, with Wright 
Aeronautical Corporation, Pater- 
son, N. J., and formerly with 
Batten, Barton, Durstine & Os- 
born, New York, has been ap- 
pointed advertising manager of 
the American Transformer Com- 
pany, Newark, N. J. 


Plan Rug Promotion 

The Oriental Rug Importers 
Association, New York, has ap- 
pointed Julian-Lewis, Inc., New 


| York public relations counsel, to 


direct a program to _ educate 
housewives to utilize oriental 
rugs tastefully in combination 


with modern furnishings. A 
series of model rooms will be de- 
signed and set up by dealers. In 
addition, dealer aid material, ad- 
vertising and publicity sugges- 
tions and photographs of model 
displays will be supplied to deal- 
ers. 


Joins Campbell-Mithun 


Wayne Crew, public relations 
director of Station KRNT, Des 
Moines, has resigned to become 
head of the radio department of 
Campbell-Mithun, Inc., Minne- 
apolis agency. 


Gulf Coast News Moves 


The Gulf Coast News Bureau, 
trade press reporting organiza- 
tion, has moved to new and 
larger offices at 1012 Esplanade 
Ave., New Orleans. Telephone is 
Magnolia 3567. 
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WILL NEXT 


wince srinc ANOT HEE ; : 
FUEL EMERGENCY? $e 


("THERES THE FAMBLY TM GOWG To 


hy) 


A frank discussion of the fuel situation 


NOW do this to save fuel next w 


ANTHRACITE 


> hs Aeterna te, 18 th eee Ti. 8 


Ey. 


Coal Industry 
Copy Emphasizes 
New Fuel Crisis 


New York, Aug. 14.—The new 


advertising campaign launched 
. this month by Anthracite Indus- 
tries, Inc. (AA, July 23), repre- 
sents a shift from product to pub- 
lic relations factors in the fuel 
shortage, and highlights the fact 
that an all-out fuel shortage ex- 
ists and may become more criti- 
cal next winter. 

Large-space insertions running 
|to 1,000 lines in 38 newspapers in 
| New England and the mid-Atlan- 
| tic states give the “plain facts 
about the fuel situation.” Readers 
|are urged to “take steps now to 
|save fuel next winter,” and copy 
invites them to ask for a conser- 
|vation booklet available from 
|dealers or Anthracite Industries. 
| Variation of the campaign appears 
jin the anthracite producing re- 
gion insertions telling these com- 


1 


.. . Your list ts 4 
95% actual dirt farmers 


and all of them good" * 


= 


7 


f 


A! 
ws 
fd 


pe 


| munities additional facts about 
f the campaign. 
ages C. W. Titgemeyer, Cashier / Anthracite Industries is also 


launching a monthly newsletter 
to 9,000 dealers to bring them 
latest information on its adver- 
tising and public relations work, 
industry developments, produc- 
\ tion, government regulations, out- 
look on competitive fuels, re- 
search and equipment, etc. Mat 
tlie | service furnishing a series of ads 


av in: mee soli Capes at SEE 
FARMER in his community and said, uct folders for consumer distri- 
“They're 95% dirt farmers and all bution. 

of them are good.” 


: Citizens Savings Bank, Pemberville, Ohio 


The first thing to remember about 
the 1'/4 million readers of CAPPER’S 
FARMER is that they actually till the 
soil for a living. Hence, CAPPER’S 
FARMER does not cater to towns- 
people who think that farming must 
be a delightful occupation because 
“the country air is so fresh and the 
cream is so thick and rich.” 


J. Walter Thompson Company 
is the agency. 
An analysis of the readership of 
CAPPER’S FARMER might be made 
anywhere in the farmlands of mid- 
America with but slight variance 
from Mr. Titgemeyer’s appraisal of 
it at Pemberville. 


Joins Small Steel 

Joseph J. Glass, formerly sales 
representative of American Brake 
Shoe & Foundry Company, has 
been appointed sales manager of 
Small Steel Castings, Inc., Buf- 
falo, a new company. 
And since its readers are tillers of 
the soil and growers of livestock, 
the editors of CAPPER’S FARMER 
hew to the line in giving them farm- 
tested methods and ideas that they 
can use to make more money. 


Rejoins Worthington 

Howard C. Barten has returned 
to his former post of assistant ‘o 
the manager, engine sales di\/- 
sion, Worthington Pump & Ma- 
chinery Corporation, Buffalo, fc'- 
lowing a leave of absence whi < 
| serving with WPB. 


a : Pe : <a . 

C. W . Titgemeyer, Cashier, Citizens ‘To Lovitt Company 

Savings Bank, Pemberville, Ohio, Sydney S. Lovitt & Co., Chic: 
A |agency, has been appointed 

| handle the account of Best Bre 

|ing Company, Chicago, bre\ 

|of Embassy beer. 


a 
SE) V0 MASS SMALL 
: 2 ke idg a od et re 


eo.” 


Complete Coverage } 
of one of the 


greatest 
A post-war industries 


CAPPER’S FARMER . 


The ONE National Farm Magazine that Speaks the Farmer’s Language 
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A NEW ENCYCLOPEDIA 


I find The United States 


New extremely interesting and 


ictive. It reads easily and 
ly and yet a great deal of 

P-'o-date information is packed 
very small space." 


J. Degnon, 
-resident 
MANUFACTURING CO. 


for advertising executives ... answers 
just about every question of fact that 
you can ask regarding The United States 
News, its subscribers, its markets, its 


circulation methods ......... 


For example: How many subscribers are Presidents? 
How many are chief engineers? How many women 
read the magazines? Do they belong to clubs? To 
what countries do the subscribers intend going? In 
how many companies do they own securities? What 
influence do they have in authorizing corporate pur- 
chases? How many consumer advertisers have sched- 
ules in the magazine? What recreation leads all others in 
popularity? How many people does the magazine employ? 
How long has it been published? What is its basic theme? 


How does it differ from some 19,000 other publications? 


A copy of “Encyclopedia 66” 


should be in your permanent file. 


(200,000 GUARANTEE 


The Direct Route to 
those who O. K. both 


corporate and family buying 


* 


n Char f Advertising 


30 Rockefeller Plaza, New York 20, N.Y 
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. area has recently become the na-| etc., to show housewives how to) grower associations of the Pacific ; . 
Novel Promotion | . | Wilson Names McCcnp Mi 


tion’s largest consuming area per | can cherries and other fruits and| Northwest and others. 


Wilson & Compania, mn 
: * | capita for sweet cherries. vegetables with syrup or fruit | Aurilla Smith, manager of the} ,. | cn ; | 
Boosts Twin City | Northwest Marketing, seeking| juices and without using sugar. It| marketing service, insists that the | A!7@S: Pas appointed M Can), Ac 


to help the ch markete ho}h regularly been conducting | success of the institute, of which rumen, Puetine Altes, to 
. o help the cherry rketers, who | has , the account. The age 
Sales of Fruits = 


faced drastically reduced demand | radio programs, places demon-| she is the head, is an indication handled Wilson’s adverti u in 
Minneapolis, Aug. 15.—Brokers | because housewives lacked sugar|strators in grocery stores, and|that there is future opportunity | Brazil for the past two y 4 
and w holesalers of sweet cherries | ¥ ith which to can the fruit, met} prepares releases for newspapers, | for great advertising development 


and), 


and other fruits and vegetables| the problem by setting up a con-!} radio announcers, home economics | in the fresh fruit and vegetable . nes 
in this area have eutied wade sumer division, called the Hannah | classes, etc. | field. Gross Jo Wagner 
increased sales resulting lar ly | Strong Institute. The service to home canners is} Although it is engaged in ex- Mark Gross, formerly a 

ing largely dered f ith t “e ti ork. the in-| @dvertising manager of Ma 
from an unusual promotion) rendere ree, wi expenses | tensive promotion w ’ C Fort W I 

| Offers Recipes to Housewives be the i a frui di stitute. Mi Smith lai : ompany, For ayne, in 

method developed by Northwest | borne by the intereste ruit and | stitu e, iss mi exp ains, is joined John A. Wagner. In 
Marketing Service, research and| A separate institute staff pre-| vegetable groups, including the| primarily a research organization,| Wayne, as a creative copy \, 
agricultural marketing firm here.| pared numerous recipes, menus,|cherry group, apple and pear! as is Northwest Marketing. and publicity director. 


Spokesmen for a score of sweet 
cherry marketers in the Twin 
Cities, who have helped to sponsor 
Northwest Marketing’s activities 
for several months, in cooperation 
with the Northwest Cherry Bu- 
reau, report that the Twin Cities 


COLUMBIA 
NETWORK 


GRAND COULEE DAM 


Started in 1933 and today the nation’s ‘‘Mighties sto 
War Weapon,’’ this great project has been a majo: 
factor in the steady upward climb in Inland Empir the 
business, as shown in chart prepared by University « ne 
Washington economists. ‘ 
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ust 

cCc. insertions in Better Homes &j)a drive for a big sales increase” : : 

ia = Minnesota Valley Gardens, Good Housekeeping,| but is “aimed directly at consum- bees a oo 

> SUN #| Ladies’ Home Journal, Life, Mc-|ers—to make our brands ontes nnounce 

d eC: a : ’ . an more 

4 _ ann. Adds New Yorker Call’s and The Saturday Evening | valuable to the retailers who fea-| The Direct Mail Advertising 

- adie . Post. A special campaign in The} ture them.’ Association, New York, has an- 

agen 1 3 ‘ » ANEW OrkK, las an 

Vertising 4 in Expanded Drive New Yorker will feature carica~| Leo Burnett Company, Chicago. nouns its 1945 Direct Mail 

VO Year. ..|tures bearing the title, “Picked| handles the account. Leaders contest, open to all users 
—— eo Aug. Rt sl at the fleeting moment of perfect = gined - ones ‘aa oe? for 

nesota Valley Canning Company! favor,” and will promote Green; 1€ Most effective material pro- 

mer announced that its 1945-46| Giant’ brand peas, Niblets brana| Miss Hass Named ema ee Sept. 1, 1944, and 

- samitel songiete ri ; “ ' .| Bettie Hass, formerly with the | “U 

Peat istangl§_ magazine gy gy ge whole kernel corn and Niblets nalts © . Cakheod Hecearttion | Edward N. Mayer, DMAA vice- 

8, Ind.) be its largest in history teving| brand Mexicorn. and previously with the Alumi-| President, said that in addition 

In Pie the story of its Green Giant The new drive, says Ward H.| num Company of America, has | to the regular contest divisions, 

cop Write canned vegetables. Patton, vice-president in charge joined the staff of the Adv ertising | certificates of awards will be} 
i rhe schedule calls for full-color!of sales and advertising, is “not| Research Foundation, New York.| made to producers of direct mail. 


——— 


NIVERSITY OF WASHINGTON ECONOMISTS 
CHART 13 YEARS OF PROGRESS IN THIS 
FAST DEVELOPING WESTERN MARKET 


BUSINESS ACTIVITY — INLAND EMPIRE AREA 


PERCENT PERCENT 
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HE EYES of the nation are on Spokane’s Inland Empire—be- 
cause of its immense basic resources of farm crops, forest products, 
metals and minerals—because of sensational developments resulting 
from the war—and because of future growth assured by cheap 
power at Grand Coulee Dam and the creation of a new farm empire 
in the Columbia River Basin. 

Recognition of the Inland Empire as a market has come from 
many authorities, high among them being the economists associated 
with the Bureau of Business Research, College of Economics and 
Business, University of Washington, Seattle. This Bureau’s Official 
publication is a monthly magazine, “Pacific Northwest Industry,” 
edited by Dr. Nathanael H. Engle, Director of the Bureau. In its 
April, 1945, issue, this magazine states—“TREND OF BUSINESS— 
With this issue the Bureau of Business Research is inaugurating a 
new index designed to measure business activity in the Inland Em- 
pire—that large territory consisting of eastern Washington, northern 
Idaho, western Montana, and northeastern Oregon, of which Spokane 
is the chief trading center and the acknowledged financial leader.” 
The initial chart is reproduced above with the permission of Dr. 
Engle. 

This new composite index is composed of eleven major series of 
business and economic data—FElectricity sales, factory employment, 
department store sales, post office receipts, gasoline sales, newspaper 
advertising, carloadings grain, carloadings fruit, carloadings live- 


<1 stock, bank debits, life insurance sales. In its analysis of the chart 

mpir the magazine states, “Perhaps the most significant feature of busi- 

~~ ness activity in the Inland Empire area as portrayed by this index 

is that it has maintained a steady upward trend since 1932 similar to 

J Y that which would be likely to occur in a prosperous and growing 
a economy.” 


MAP OF INLAND EMPIRE 


WESTERN 
MONTANA 


PARTS OF FOUR STATES 


Sources of the various data are as follows: Elec- 
tricity sales—Washington Water Power Co., Spokane. 
Factory Employment——Federal Reserve Bank of San 
Francisco. Department store sales, eastern Washing- 


ton and. northern Idaho—Federal Reserve Bank of San 


Francisco. Post office receipts, Spokane, Walla Walla, 
Wenatchee, and Yakima—vVarious postmasters. Gaso- 
line sales, Washington—Tax Commission, Olympia. 
Newspaper advertising, Spokane——Spokesman-Review 
and Chronicle. Carloadings (grain, fruit, and live 
stock )——Pacific Northwest Advisory Board, Seattle. 
Bank debits, Spokane, Walla Walla, and Yakima— 
Federal Reserve Bank of San Francisco. Life insur- 
ance sales (ordinary), Washington—Life Insurance 


Research Bureau, Hartford, Conn. 


Previously, only users of direct 
mail were allowed to compete. 
Judges will include Donald Ma- 
cauley, DMAA secretary and 
treasurer, and George Benneyan, 
research and promotion manager 
of the Bureau of Advertising, 
ANPA. Entry blanks may be ob- 


tained from association headquar- 
ters, 17 E. 42nd St., New York 17. 


Buys ‘Lumber Dealer’ 


The Lumber Dealer has been 
purchased by A. F. Badeaux, 
Minneapolis, — Bruce Publish- 
ing Company, St. Paul, Minn. Be- 
ginning with the September issue, 
it will be reduced to pocket size 
and will be published as North- 
west News Flashes. William H. 
Badeaux business manager. 
Offices are 710 Foshay Tower, 


is 


at 


Minneapolis 2. 
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Peace and 


The people of this nation and| 


the rest of the world bowed their 


heads in thanksgiving when the| 


news of the end of the greatest 
and most costly conflict in history 
was announced. Now will come 
the great task of reconstruction, 
the conversion of war facilities to 
peacetime pursuits, the restora- 
tion of normal facilities for ci- 
vilian and industrial life which 
have been cut off or greatly re- 
stricted. 

We have the greatest combina- 
tion of factors ever put together 
for the development of prosperity. 


The war required the concentra- | 


tion of all our efforts on destruc- 
tion, and out of that effort came 
new records of production and 
new measures of prosperity in 
terms of national income and re- 
tail sales. That we can match in 
peace the records made in war 
is certainly possible, and the busi- 
ness world is eager to start its 
drive toward a new high level 
of peacetime activity. 

Most of the war controls will be 
speedily relaxed. Rationing of 


many products, such as gasoline, | 


has already been eliminated, 
making it possible to speed up 
the sales activities on which the 
business of the country rests. 
Manpower will be released in 


great numbers by war industries | 


and the military services, and the 
bottlenecks of civilian production 


Safety for 


Everyone is appalled at the tre- 


mendous loss of life which the 
accomplishment of victory de- 
manded. A quarter million of 


our finest young men have died in 


the wars in Europe, Africa and 
Asia, and on the seas where many | 
of the most critical conflicts of 
history were staged. The total 
casualty list of over a million 


brings home in tragic fashion the 
human costs of war. 


It is a shocking fact, however, 
that the normal costs in human 
life and injury of our essential 


motor traffic during the four-year 
period in which we have been at 


war would have approached about 
the same total in dead and in- 
jured as has been recorded in 
war The actual number sacri- 
ficed in this country during that 
period was greatly reduced, be- 
cause of gasoline rationing, the 
smalle number of cars on the 
ro and the reduced speeds 


Prosperity 


should be quickly eliminated. 
| Basic materials, such as steel, will 
soon be ample for all civilian 
|needs, though the proper dis- 
| tribution of these materials will 
|represent a basic problem for 
many divisions of business. 

If we are to absorb workers re- 
| leased by the war at a rapid pace, 
|'we shall need to reconvert our 
| marketing machinery just as fast 
| as our production facilities, Sales, 
| distribution and advertising will 
| have to be stepped up as aggres- 

sively as 
|tions are expanded, 


| 


so that we 


| volume on which the entire 
| dustrial structure rests. The im- 


|mediate demands of the popula- 


| 


| 
| 


manufacturing opera- | 


shall be able to build the sales | 
in- | 


| tion for housing, automobiles, | 
| household appliances and many | 
other products will make sales | 


easy at first, but the task will be| 


to do such a good sales and ad- 
| vertising job that the volume of 
| business needed for maximum ac- 
|tivity may be maintained. 

| Apvertistnc Ace has nailed at 
its masthead the declaration, ‘“‘Ad- 
vertising and marketing may 
the master keys to postwar pros- 
perity.”” Now we have an oppor- 


10 Cents a Copy, $2 a Year | 


be | 


tunity to meet our postwar prob- | 


lems with the courage, enterprise 
and skill in the use of all our 
marketing tools that will make 
permanent prosperity certain and 
secure, 


the Public 


| which were enforced as 
| time conservation measure. 

Are we to return, with the 
elimination of gasoline rationing 
and the resumption of automobile 
manufacturing, to the old and 
wasteful system under which a 
huge toll of human life was taken 
each year because of failure to 


a war 


observe the basic requirements of | 


safe driving? Are the 
which were learned during war 
time, as a matter of national ne- 
cessity, to be forgotten now that 
peace has come to the land? 

Advertising and education alone 
cannot solve the tremendous prob- 
lem of safe driving. They 
help greatly, however, to convince 
the public that good engineering 
of highways, proper police con- 
trol of traffic, proper design and 
operation of cars and proper edu- 
cation of drivers and the public 
are a necessary part of our pro- 
gram for the future 


can 


lessons | - 
ithe eventuality. 
| that 
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"“Whatta ya mean wouldn't | like to have one of those—brother, | could 
eat th' whole mess!" 


—Wesco Dealer's Profit Guide 
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Crystal Balls 


Based solely upon the number | 


of press releases we have seen 
and read this week, it is our pro- 
found belief that 583,422 
trial establishments and 614 col- 
leges and universities all played | 


| 


| 


| 


| 


| 


| 
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CLEVELAND. O10 Mew Tork Office, $00 Fitth Avene 


a vital part in the development 
of the atomic bomb. If they did 
not all actually develop’ the 
process or arrange the atomic 
fragments in the proper pattern, 
they at least manufactured the 
lift trucks which started the raw 
material on its way or provided 
the compound which enabled the 
laboratory technicians to work on 
a spotlessly clean floor. 

Similarly, scores of advertisers | 
have been digging through their | 
scrap books to show how they! 
predicted the development  of| 
atomic energy usage long before | 
One such ad is} 
of Industrial Rayon Corpo- 
ration, shown here, which ran in 
textile papers in October, 1943, | 
through Hill and Knowlton, Cleve-| 
land, 


In this ad the lady of the house} 
puts another nugget in the fur- | 
nace with a pair of tweezers, 
while the copy credits scientists | 
with the statement that a four- 
ounce bit of uranium 235 will 
heat a house for 30 years. “Now,” 


said the copy, “that fabulous day 
isn’t here yet by a long shot, but| 
top-ranking scientists are l 
now working on this problem of; 


‘Holding the Fort 


indus- |. 


capturing the power produced by | 
atomic disintegration.” 


Now that the din of war is dy- 
ing out, the battle for markets 
will rise to full fury, and not the 
least of the bloody engagements | 
in all fields will be between long-| 
established companies and new | 


Company, farm implement manu-| 
facturer, draws the issue in broad | 


| outline in an ad in farm imple- | 


ment papers which will be re-| 
lines. 

Says Case: “As prospects of | 
peace come closer, a new note is | 
heard amid the thunder and con- | 
fusion of war. Rumors and rum-| 
blings arise of new names, new | 
trademarks, new machines to ap- 
pear in the farm equipment firma- 
ment. There will be rainbows 
painted in the sky, and dealers 
will wonder which of them, if 
any, will lead to the proverbial 
pot of gold. 

“Certainly there will be new 
machines. Assuming that history 
repeats itself the soundest 
developments will come with the 
least noise, and will come from 
companies which have _ proved 
their ability to serve farmers and 
dealers well. . .” 


Jottings 

The folder the New York News 
has just distributed, showing how 
6,207,000 copies of the paper were 
sold over the counter during the 
17 days when deliveries of New 
York newspapers were halted be- 
cause of strikes, is one of the most 
powerful demonstrations of the 
indispensable place of newspapers 
in American life which has ever 


been presented. The experience 
of the New York papers, when| 
thousands upon thousands queued | 
up at newspaper offices to buy) 
their daily papers, indicates that 
nothing yet has appeared to take} 
the place of the daily news- | 
paper... 

Floyd Clymer, Los Angeles auto 
dealer who has turned his hobby | 
of collecting ads, pictures and| 
information on early autos into a| 
lucrative sideline, has issued an-| 
other edition of his “Historial | 
Motor Scrapbook.” This edition} 


right; is devoted to steam cars, and sells} with population, 


for $2 


nay 
be secured without charge from 
companies sponsoring them, o, 
through ADVERTISING AGE, by an, 
national advertiser or advert ing 
agency executive writing on his 
business letterhead. 
No. 2538. Most for Your Mone, 

in the South. 

Station WWL, New Orleans. 
has issued this folder, containing 
daytime and nighttime coverage 
maps which include figures on 


population, retail sales and radi 
homes in the primary, secondary 
and tertiary listening areas. 


No. 2539. Grit Reader Survey 
Grit has issued its 10th annua! 
reader survey, which indicates 
buyer preferences for brands in 
a wide variety of products, and 
shows the trend by brand stand- 
ings and percentages from 194] 
through 1945. Further, the study 
covers makes of autos, radio sets 
and home appliances which Grit 
small-town families plan to buy 
when such items are available. 


No. 2540. KFOR—the Voice of 


Lincoln. 

In addition to illustrations 
the owners, management, studios 
and offices of KFOR, Lincoln, 
Neb., this new brochure includes 
a coverage map and information 
about population, retail sales, ef- 
fective buying income and farms 
of the station’s primary, secon- 
dary and total areas. 


f 
Ol 


No. 2519. Who Advertises What? 

The Iron Age has issued this 28- 
page booklet, which provides a 
page-by-page, product-by-product 


| entrants into the field. J. I. Case | analysis of the 8,571 pages of ad- 


vertising carried by the publica- 
tion in 1944, representing more 
than 1,000 different advertisers. 


| peated time and time again in all| No, 2531. Postwar Ironing Tem- 


peratures. 


The product use and develop- 
ment division of Good Housekeep- 
ing has issued this report, which 
is based on six months’ study of 
changes in present dial markings 
and temperature ranges of heat 
controlled irons to fit the chang- 
ing fabric picture. The report 
offers recommendations for marks 
and temperature ranges found to 
be most suitable for ironing ray- 
ons and other modern fabrics, and 
recommends closer cooperation be- 
tween iron manufacturers and the 
textile industry. 

No. 2532. Vitamins. 

This brochure contains a 
port of a survey, conducted 
the market research division 


re- 


Modern Medicine, of physicians 
selected from the _ publicatio1 
mailing list as representing 


accurate cross-section of medi 
practice in the U. S. from tl! 
standpoint of population, specia 
ties, etc. The material covers 
detail the types of vitamins pr: 
scribed by various. classes 
physicians for various conditio! 
and includes a_ breakdown 
questionnaire replies by popu! 
tion. 


No, 2513. 
TOW. 


The shift from war to peace an> 
the possibilities of business © 
pansion when people able to b 
can purchase what they desire 
possess, are brought out in t! 
analysis of the Los Angeles ma 
ket scene. The study, compil 
by William Dover, manager of t 
business research division of 
Los Angeles Examiner, is reple 
with tables and charts deali 
employme! 
payrolls and postwar purchases 
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| in war bonds, and $1,000 in model | 
fees, and will appear in full-color|a total exceeded, 


sales to 


1,275,000 barrels 


reports 


yearly, 
Philip 


advertising in outdoor posters, car | Liebmann, vice-president and di- 
cards, magazines and newspapers,| rector of advertising and public 


and in tavern and store displays 


| relations, by only six other indi- 


results attained almost en- 
tirely through the effect of our 
advertising,” Mr. Liebmann points 
out, include second place in sales 
of package beer in the “highly 


the New York 
$1,500,000 


disclosed. 


area only, 
yearly, 
Young & Rubicam 


exceed 


Mr. Liebmann 


handles the Rheingold account. 


: throughout greater New York, | Vidual brewing plants in the competitive” New York market, 
a {3 Each of the other five girls will country. Of these six, Mr. Lieb- = top place in sales of beer in 
e “<— receive $100 in cash, in addition mann points out, “four have prac-| Virginia where sales exceeded 
to regular modeling fees—$600. tically complete national distribu- | “the sum total of production of all 
its Nay tion, as against our present local,|four breweries located in the cas APHING, 
Ze fron ‘ To Get War Bonds and prewar regional distribution, | state,” with Rheingold sales ex- MIMEOGRAPHING. 
em, or % The Miss Rheingold contest was}and a fifth has fairly complete| ceeding “the sales of any other 
by any tac started in 1940 (AA, Jan. 1), and|distribution over a eile number | brand by more than 50%.” THE LETTER ‘SHOP, Inc. 
vertising Which is your choice P has been largely responsible in| of states.” Current expenditures for adver- 431 S. Dearborn St., Chicago 5.Ilinois 
on. his Vote now for Miss Rheingold 1946! enabling the brewery to increase Other “startling and scicciiatnes | teine. which is concentrated in 
Money be 
Orleans pea beast ) 
ataining = wa 
OVE ige or 
ires oy 
d radi CANDIDATES—This color page, sched- 
condary uled by Liebmann Breweries, Brook- 
is, lyn, launches the 7th annual “Miss 
Rheingold" contest. Young & Rubi- 
‘vey cam, New York, is the agency. 
annual 
idicates 
nds, Brewer Launches 
ts, and . 
iia. © 7th Annual Voting 
n 194] s = 
: stay | for Miss Rheingold 
lio sets New York, Aug. 14.—With news- 
h Grit paper announcements and color 
to buy pages in about half a dozen maga- 
able. zines, Liebmiann Breweries, Inc., 
ae as has opened for the seventh con- 
secutive year its Miss Rheingold 
contest, winner to be featured in 
ons ol Rheingold advertising throughout 
studios 1946. The contest, conducted 
Ancoln through ballot box voting at any 
icludes Rheingold store or tavern, will 
mation close Aug. 31, with the winner to 
es, ef- be chosen from six models. 
farms First announcement ads _ ap- 
secon- peared in Cue, This Week section 
ff the New York Herald Tribune, 
What? the Sunday magazine section of 
hour the New York Daily Mirror and 
his 28- the “Saturday Home Magazine” 
ides a of the New York Journal-Ameri- 
roduct can. These are followed up 
of ad- with color-page insertions in the 
ablica- August issues of Gourmet and the 
more Promenade Group, The New 
sers. Yorker, the “Pictorial Review” of 
the New York Journal-American, 
Tem- the New York Times magazine 
section, the New York Daily News 
velop- Sunday rotogravure, and the New 
ekeep- York Post color comic section. 
which The winner will receive $2,000 
idy of 
rkings me oe 
het To 
*hang- 
report 
mares W ANT Brien lights have blossomed again at the good-time crossroads of the world. 
y ray- EAK And the high-signs, the signals of good things to see and taste are on again. 
Ss, ana 
on be- A BR Bright lights are burning too, across the country, throughout the 
id the AT SKULL- organizations which have hung their signs on Broadway. They’re signals 
— of management-men at work. 
i mn BUSTER And they’re high-signs of Business Week executive readers at work . 
d ee for at Seagram’s, Continental, Ruppert’s, and Schlitz, at Pepsi-Cola and 
is (KY \? General Foods (for Maxwell House), at Loew’s, RKO, and Warner Brothers 
tor . " —" . . in those 9 organizations you can identify 81 management-men as 
nai Knowing i fidentially) Business Week subscribers. And 240 more as additional Business Week 
1 tl we'd ony \midiences you get ia 
om that the angely-named oe 7 pass-along readers. 
ge land communities ¢ hardly Whenever you see an American product youre pretty safe to take it as 
pr buster, Kentucky> - wage re- ; , ; — 
S worth the mig a“ them. Not | another high-sign of Business Week’s management-man coverage. 
tio! quired_ to eee mens at lower 
n while AVE © ed Louisville 
| cost the high-gear home am 
pul Area, the earn 
Trading ¢ ae who 
workshop spl ory money than 
and spe nd more bom remain- 
Ano vow ll find in the W olks here 
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Appoints Hicks 


Hicks Advertising Agency, New 
York, will handle the advertising of 
Nellie Forman handbag creations. 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, MEW YORK 17,0. 


Kelvinator Issues 
New Display Book 
for Its Retailers 


Detroit, Aug. 14.— First major 
element in Kelvinator’s program 


of “postwar” retailer marketing 


support an imposing 40 - page 
store display manual designed to | 
provide a guide for appliance deal- | 
ers who plan store and display | 
improvements—is being distrib- | 
uted to the company’s retail or- |} 
ganization after approximately a_| 
year of intensive preparation and | 
development. 

“Nearly all retailers are plan- | 
ning to improve their facilities in | 
preparation for the postwar mar- | 
ket, and this new manual gives 


GIVE APPROVAL—Kelvinator officials give final approval to the company’s 


new book, "Displaying Appliances of Tomorrow,'' now being distributed to 
retailers. Left to right are Charles T. Lawson, vice-president of Nash-Kelvi- 
nator in charge of Kelvinator sales; D. A. Packard, assistant general sales 
manager, and C. J. Coward, director of advertising and sales promotion. 


mY GROPE .:. 
WHEN YOU CAN GRASP YOUR MARKET? 


Bettmann Archive 


Blind man's buff may be fun of you like games... but groping in the dark is not 


recommended for efficient selling. @ Each one of the eleven Haire Specialized 


Publications offers a bee-line approach to one specific market, with eyes wide 


open.. 


. for each of these publications does an outstanding job in ONE 


specialized field. Thus your message in a Hatre publication ts sure to reach a 


recepl us  @ ud ien CE . 


.. you seize your market solidly because your audience ts 


hand-picked for its inlerest in your merchandise or service. Each individual 
f d 


market is covered exclusively, directly, thoroughly. 


AIRE (PoecealeZtil wvsiness PAPERS 


117¢ 


\o 


BR/VOADW)AY, NEW YORK 1,N.Y 


Advertising Age, August 20, 194; 


them practical and imagir 
| guidence.” said C. J. Cowar: 
rector of advertising and «al. 
| promotion, Kelvinator divisi: 

| Nash-Kelvinator Corporation , 
announcing distribution of th, 
manual. 


Shows ‘Retail-Mindedness 


“We are certain that the 
will be found extremely usefu! ;, 
the immediate future, when 4) 
the arts of merchandising wi 
called upon, as well as in th, 
years to come. As a curtain. 
raising contribution to the sue. 
cess of the retailer in the a 
markets ahead, we think it pre. 
| sents further vigorous evidence 0; 
the company’s retail-mindedness’ 
| Complete with accurate, de- 
tailed construction blueprints, th, 
| display manual, called “Display- 
|ing Appliances of Tomorrow,”’ jn- 
cludes plans for six basic style; 
|of store and appliance display 
'Each is adaptable for use in 25- 
|and 50-foot store widths, and ap- 
pliance departments of various 
sizes and requirements. Covering 
|everything from store fronts t 
model kitchens, the plans offered 


| have the element of flexibility by 


| ual 
| derne, 
| Functional. 


providing a variety of adaptations, 

Basic styles in the display man- 
are Colonial, Baroque, Mo- 
Simplicity, Cascades and 
The physical aspects 


| of good merchandising and display 


|of appliances 


bays, background 
windows, flooring, show- 
audition counters, shelves 
“closing” arrangements—ar¢ 


panels, 
cases, 
and 


| fully considered. 


Gas Group Elects Wolf 


H. Carl Wolf, president since 
1938 of the Atlanta Gas Light 
Company, Atlanta, Ga., has beer 


|elected managing director of the 


American Gas Association, effec- 
tive Oct. 1, succeeding Alexande! 
Forward, managing director since 
1923, who is retiring from active 
business. 


From 50,000 acres, sugar 
beets pour into modern refin 
eries and bring $10,000,000 a 
year to Utah farmers and pro 
cessors. A cash income is guar- 
anteed to farmers by contrac! 
before they plant a seed —: 
stabilizing influence that adds 
to the continuing strength o! 
the Utah market. 


Local Advertisers Know 
KDYL Brings Results 


Local and national advertisers ha 
learned it's “sweet business" to t 
to Utah's sugar beet growers wh 
like all other Utah people, look 
KDYL exclusively for NBC shows 


on and for local fe 

PUL R Sram tures that are alwa 

So ae of interest. Tha 
os 


why KDYL gets 


sults for its advert 


National Representative: John Blair & Ce 
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...is @ promising picture for those 
who sell CIGARS, CIGARETTES and 
SMOKING TOBACCO 


Let’s penetrate the blue-gray smoke arising from the glow- 
ing cigarettes, cigars and pipes and see what Hawaii offers 
those who sell tobacco products. 


There are a lot of smokers in Hawaii. Today Hawaii has 
a civilian population of half a million, with nearly 65 per- 
cent concentrated in Honolulu City and County — not to 
mention the Armed Forces, whose number is a military secret. 
The civilian and military population together brought retail 
sales for 1944 to $389,000.000. This is a 105 percent gain 
over 1941. What’s more, the annual average income per 


working class family is $4.980.* 


If you need help in ‘‘looking behind the Hawaiian Scene”’ 
and information about sales representatives ond distrib- 
utors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 


J 
y YOUR SALES MAY 


BEHIND THIS HAWAIIAN SCENE... 


, 


isn’t it? Makes 


you realize how important it is to Pin-up Hawaii on your 


Something to “put in your pipe and smoke,’ 


sales Map! 


To solidify your position and to insure a sound future in 
this fast-growing market, choose the Honolulu Star-Bulletin 
to carry your advertising messages. Remember that in 
Honolulu where the concentrated population of Hawaii is, 
the Star-Bulletin has a carrier delivery to practically every 
Honolulu home every evening. 


*U.S. Department of Labor Figures 
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Irwin Joins | Brooklyn Home Appliance Com- 
J Agency |pany, Inc., Novak Spring & Coil 


Robert Irwin has joined the | Com re 
pany, Transparent Products 
staff of Moss & Arnold Company,| Company, Font & Company and 


New York, to supervise the ac-| pragan Photo Studio. 


counts of Nelco Tool Company, 
WWNY Appoints Saiff 


Names Export Manager 


ager of the machine division con- 
tract department of Osborn Mfg. 
Company, Cleveland, has been 
named export manager of the 
machine division. 


CORN — HOGS — OATS — CHICKENS 


Louis Saiff Jr., former com- ___ 
mercial manager of WWNY, s 
ST. JOSE Watertown, N. has been Summers Joins Vogart 


L. C. Summers, formerly general 
sales manager of American Thread 
Company, New York, has joined 
Vogart Company, New York, as 
an executive in charge of mar- 
keting. 


mamed general manager of all 
radio activities for the Brockway 
Company, operator of WWNY. 
|The company also has a construc- 


CATTLE — SHEEP — HAY — WHEAT om, por for WMSA, Massena, 


ISS 


vumw>wo 


yvyurwvwu> 


Ward Dougherty, former man- | 


|Conley Joins Ted Bates 


Meredith S. Conley, formerly | 
editor of the CBS “World News,” 
has joined Ted Bates, Inc., New| 
York, as assistant to Benson Inge, 
director of the press and public 
relations department. 


Sales Post to Thompson 


C. A. Thompson, formerly with 
Perfection Stove Company, has 
been named sales promotion man- 
ager of Electric Vacuum Cleaner 
Company, Cleveland, succeeding 


E. R. Berkeley, resigned. 


“In TIME... You Will Find 


Tomorrows Best Customers” 


Economists are conditioning the nation for you. 


They're telling people that the only way to 
sidestep unemployment is to achieve a doubled 
national sales volume after the war. But the sell- 
ing job is up to you, and this nation isn’t going 


to town until it sees where the leaders are going. 


First to invest their postwar dollars in your 
postwar goods will be the ones who have al- 
ways kept ahead of the field—the better-income, 
better-educated men and women who got where 
they are and will keep going further because they 
have the habit of progress. 


They are the pace-setting families you think 


of when you think of the readers of Time. 


Here, for example, is what RCA Victor had 
to say in a trade advertisement announcing a 
special series of Television ads to run in Tre: 

“Why was TIME chosen? Answer: TIME goes to 

over 1,000,000 people who are leaders in po- 


litical thought, business, education, religion 


and many other walks of life. They are the ones 


who will most quickly grasp—and act upon— 
television’s many golden promises.”* 
And that’s one big reason why the best place to 
introduce your postwar products is in Trae —the 
magazine that concentrates leader-readership, 
the magazine America’s best-customer families 
prefer 9 to 1 over any other magazine that car- 


ries advertising. LA 


vou could just as well read 


RT'‘GIN yer £ . 4 ¥YoRa« . 2 . BOSTON . PH ADE PHIA EVELANO 


* Italics are ours—and for “‘television’s many golden promises” 
“any new and better product.” 


A Great Consumer Magazine 
offering you more than a million tamiles 
who are Americas Best Customers 


eTrrorr . SAWN FRAN sc 
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'Co-op Ad Methods 
‘of Associations 


Being Surveyed 


Chicago, Aug. 14.—A Irve 
of trade associations’ methods 9 
cooperative promotion and «dyer. 
tising is being made by a specia| 
committee of the American Tra¢, 
Associatiun Executives, according 
to Roscoe R. Rau, head the 


committee and executive vice. 
president of the National Retajj 
Furniture Association. 

Trade associations are being 
asked questions concerning the; 


past and present methods of fund 
raising, of doing preliminary mar. 
ket research, of allotting fund 
advertising and public relations 
etc. 


n 


te 


the survey, Mr. 


stitute a “don’t list.” 


Eight Name Technical 


Technical Advertising Agenc) 
Inc., New York, has beer name 
to 
Wolff Associates, 
| Company, Almaya Company, 


|Birmingham Mfg. Company 


Northern Electric Appliance Com- 


pany, Ray Oil Burner Sales, Inc 
| and Barry David Gifts, Inc. 


| 
Harvey Shifts Posts 
Frank H. Harvey, for 


Mal 


| years in charge of automotive ad- 


vertising for the Detroit New 
has retired from the 
advertising field to assume oth« 
executive duties with the New 
His successor is Arthur 


advertising with the paper. 


One of the salient features of 
Rau asserts, wil] 
be a compilation of poor and in. 
effective methods that will con- 


handle the advertising of Way- 
Edward Walke 
Fos- 
ter Wheeler Corporation, Goslin- 


automotive 


W.. Far- 
rell, who has specialized in trave 
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res De ing 
ing thei England S 
; of fund 
ary Mar- 
funds t 
relations 
atures of 
erts, will 
and ip- 
vill con- 
oye This IS LIFE Photographer Hans Wild, on a lend-lease ex- 
gency 


i named fe U.S. destroyer during an Atlantic convoy trip. 
of Way- 


| Walker Through the war years Wild, one of LIFE’s corps of pho- 
ny, Fos- ; , a“ 

Goslin. (@ tographers in London, has been chiefly concerned with events 
mpany 


ce Con. (on land. But he has also done many British Navy and 
‘les, Inc, MR. A. F. stories. 


nc. 

Hans Wild’s pictures tell the story of the destruction that 
© man the Luftwaffe let loose on towns and villages of his native 
ggg ne England ... from the first night of London’s “dockland 
tomotive MM blitz” until the final robot bomb. 

“| New And above all, his pictures in LIFE make plain the inde- 
Wn Bi structibility of the English spirit. 
per. 


During the “dark days,’ Hans Wild recorded how the 
capped-and-gowned students of Cambridge carried on their 
traditions. He pictured the enthronement of the Archbishop 
of Canterbury, and made the most complete photographic 
record of Parliament ever allowed by His Majesty’s Gov- 
ernment. 

Such authentic 
photo-reporting is 
one reason why 
LIFE has more 
readers every week 
than any other 


magazine. 


¢ 
oF 

fy 

uf 


uM : ‘ 2” rere - 4 : 
The -xodus of London’s children, which ended in Cherry blossoms make a striking contrast with bomb- 
‘4! started again with the robot bombs in 1944, blasted buildings in this picture made by Hans Wild 


“Xd vas recorded with pathos in this Wild picture. in Bath, during the infamous “Baedeker Raids.” 


In this Wild picture, Old Tom Beasley, of Wilkinson's 
Sword Company, forges the Sword of Stalingrad 
which Churchill gave to Stalin at Teheran conference. 
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Chilson Moves | ” P 

Senihin Clitnie’ didiictiin? con-|EtUdson Teaser tion of the 1946 model—a close-| manufacturing material for tne Chrysler Runs 
sultant, has red its | ‘ “a up frontal view of the hood, plus| armed forces, will also “get into|s - ‘ . 
nae tn 101 sa gy Bing new York Ads Introduce the Triangle atop a small section| new car production as quickly as | Interim Drive 
of the new model’s grille. Au-j|the industry as a whole.” Detroit. Aug. 15—Cur 


’ oe ae re 
New 46 Models gust schedules include Collier’s, Scie Wie Seton Sieteiete vertising for the Chrysl 


| Ne ssweek > 3eN) . ° P 
Newsweek, The Saturday Evening mobile appearing in cok 


shows a progressively larger por-,that the company, although still | 


| Detroit, Aug. 14.—Hudson Motor | Post, Time and a lengthy list of “In place of our former three|in American Magazine, ( 
‘ ‘ . . . 9 : - —_ aa . . ~ ’ le 
Car Company is “introducing” its | automotive trade publications. sales divisions,” Mr. Pratt told|Life and The Saturday 
|new 1946 models to consumers| The September insertions will/tiyuqson dealers, “we now have|Post, promises the pub 
through an advertising campaign|follow through on this “tease”| i. With » ceasoned calec m: 4 waler ‘rl ct : 
bot cng Big Bicwngend 7 pee a ete Sieaiar <a eieediodl a. tebaarin six with a seasoned sales manager | Chrysler “will reflect a 
|W — 1as been “coordinated with | . : e: on . 8 ilY-|in charge of each. Under these/new beauty ... and gi 
¢ o-Yi se 2»rche : "O- ne re rieWw - =| 3:..2,3 a . , “oer . 
a long-range merchandising pro shadowe view of the hood-and-| givisions we will operate 16 re-|the greatest driving impr: 
gram” through which it hopes to) grille section of the new model. gions which, in addition to the|in 30 years!” This interi) 
ve ats _— a greatel share of postw ar | Will Use Dailies Too regional managers, will also have} paign will continue unt 
iew of tomorrow! Pencil Points }automobile sales, ADVERTISING | = |parts and service supervisors for|when the new Chrysler 
gives building designers just AGE has learned. In addition to a gradual step- | closer contact with our dealers/|itself will be announced 
that in new editorial section | July advertisements by the/up in national magazines, the|and their improved service de-|ably in October. 
“MATERIALS & METHODS.” | company—believed to have been| company will be a consistent user partments.” The divisional sales The copy illustration presen 


the first straight product copy for|of newspapers to support our na-| offices will also be staffed with a|a teaser—casual inspection |e; 
| 1946 models released by the auto/tionwide distributor and dealer| pysiness management manager | one guessing as to exact] 
Moral For You: Put yourself |industry—pictured a glimpse of| organization which is the strong-| and an advertising and merchan-|is being depicted. A second g 
|only a small section of the front|/est in the history of the com-| dising manager, and are to be lo-|shows a carefree family 


Starts July. 


in the picture by advertising in 


| of its new car, featuring the Hud-|pany,” M. M. Roberts, Hudson| cated at Detroit, Chicago, St.| vacationing at a lake, reflec 
PENCIL POINTS |son “Triangle” which has been/advertising and merchandising|{oyis, Los Angeles, Atlanta and|in the polished metal of tl 
PROGRESSIVE ARCHITECTURE |the Hudson trademark for 36)|manager, stated in disclosing the| New York City lof the car. 
| xvas ~ . incarti o - ar ° . ie cial | 
ber a These insertions appar-/new schedules. | Other dealer-distributor con-| A_ three-color photogra 
Send for new book “10 FACTS” | ently were the tip-off vo the com-| George H. Pratt, Hudson gen- |ference highlights were: (1)|the scene was first made 
330 West 42nd St., N. Y. 18 | me f Ss buildup’ program leading eral sales manager, Mr. Roberts |Dealer discounts will be com-j/a reverse print made, over 
7 the introduction of its new car. | said, told dealers and distributors | petitive in the industry. “We]a shot of the car itself was sup 
= == Hudson advertising this month|in a recent series of conferences! have no thought of lowering dis- |imposed. In this way the fan 
i counts,” Mr. Pratt emphasized;|appears as in mirror reflectior 
| (2) postwar cars will be distrib- | looking out. 
| uted on a percentage basis to dis- McCann-Erickson, Inc., is ha 


tributors and dealers, each per-/dling the campaign. 
centage being determined after ee 


thorough analysis of the territory 
and in consultation with the dis- Baker Ups Hater, Slater 


tributors and dealers; (3) in ad- J. T. Baker Chemical Compa 
dition to a “simplified line” of| Phillipsburg, N. J., in a m 
passenger car models, Hudson| ward postwar expansion — 
also expects to resume produc- development, has promoted ( 
aie * : a Hafer, sales manager of the | 
tion of commercial cars. oratory’s chemicals division s 
—_——_-— 1935, to general sales manage! 
Cc l N T ] all divisions. Charles H. Slat 
rosiey Names iaylor |in addition to his duties as d 
Earl A. Taylor has been ap-| sion sales manager of fine 
pointed general works manager | industrial chemicals, will sup 
|of the automotive division of| vise advertising and publicity 
Crosley Corporation, Cincinnati. | —— 
Following 17 years’ service with 
the Yellow Coach & Truck cuith Johnson Wax Names P.A. 
pany, Mr. Taylor joined the Hud-| William B. Powell, New Yor 
son Motor Car Company in 1942} public relations counsel, has bee 
as works manager, a position he| retained by S. C. Johnson & § 
resigned to become. associated|Inc., Racine, Wis., manufactur 
with Crosley. of Johnson’s wax. 


“He must have one of those Colt revolving 
pistols I was reading about in the News-Sentinel” 


@ Early morning duels were re- Sentinel had set up in business as 
garded as popular athletic events a newspaper—but it never dis- 
until Colt perfected his revolving  turbed the community. For it was 
pistol in 1835.That changed things. printed during the afternoon and 


The noise of rapid-fire gun shots was quietly delivered to the homes In the Ark-La-Tex area, KWKH—with 
emanating from the apple orchard in and around Fort Wayne just be- its 50,000 watts—is the No. 1 medium, 
at sunrise disturbed everybody in fore supper time. Its contents sup- 
the neighborhood...and eventu- _ plied an entertaining and informa- with full coverage and SELLING 
ally dueling was abolished as a_ tive evening for the whole family. 


POWER in this prosperous market. 


public nuisance. Two years previ- It has been doing this now ever 
ous to Colt's invention of this fore- since the Indians were defeated in 
runner of the tommy-gun The News- the Black Hawk War in 1833. 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


REPRESENTATIVES: ALLEN-KLAPP CO. + NEW YORK—CHICAGO-—DETROIT 


Represented by The Branham Co, J 
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Jinx Falkenburg 


Ruth Ownbey 


Che Beauties 


with no apologies to fairy tale authors, 
Horatio Alger, Hollywood or even True 
Story, of which this is one. 

Remember the drop of water that kept 
dropping? The snowball going downhill? 
The man who lifted a calf every day until 
. . . Well, one day in 1939 one of our vice 
presidents had a Large Idea. (They 
have them almost every day.) He 
told it to another vice president 
who said “Huh huh” and kept 

right on signing his mail... 
Boy, does genius take a beating 
before it gets a break! 

The idea: pick a professional model, 
call her Miss Rheingold, use her picture on 
all the Rheingold displays of the season. 

The Rheingold people kind of liked the 
idea, and they picked Jinx Falkenburg. 
Later they really liked the idea, wrapped 
all their advertising around the .~ 
Falkenburg or vice versa. The : 
tres jolie Jinx beamed at you 
from billboards, magazines, car 


; hha os oe oy 
all right. So did Miss F., afterwards 


tapped by Hollywood . . . Miss Rheingold 
became an institution. And growth of idea 
into institution is highlighted herewith: 

1940—Rheingold let its dealers choose, 
from a brochure of Paul Hesse portraits 
in full color of twenty-five leading models. 
Beauty contests were held in bier stubes, 
debates occured in delicatessens and grocers. 
A prominent boys’ school in Princeton, N.J., 
picked a Rheingold entry as Prom Queen. 
By ballot Miss Ruth Ownbey became Miss 
Rheingold 1941. 

1941—Six models were selected, each 
viewed in Rheingold advertising for public 
vote. Miss Nancy Drake won by a nose and 
a few other features. 

1942~—The public, invited to submit 
candidates, sent in loads of best girl snaps 
and professional soft focus efforts, which 
were sifted down to four candidates by a 
group of artists and pictured in Rheingold 
advertising. Elected — Miss Sonia Gover. 

1943—Six selected candidates, shown 


in Rheingold advertising, drew 656,327 


Xx Gz if ¥ ) . 
if \y~, the credit. Perfect strangers tell us 


¢ 


cards, newspapers. Rheingolddid =" ray _~—sonever_ let cases or barrels bump on 


.. our idea? ... Well, we don’t claim all 


AL 


al 


Nancy Drake 


and the Beer... 


votes (56,000 disqualified —demands for 
dates and phone numbers!) Score 178,489 
for Miss Jane House. 

1944 —Six selected entries publicized. 
Special contest held for service men. With 
739,591 ballots cast (40,000 disqualified— 
for the same reasons), 235,739 vote selected 
Miss Pat Boyd. 


Juv advertising ideas have lasted so 
long, attracted so much interest. And—oh J 
yes, we almost forgot—it has sold beer. . . siceae bata’ 
Rheingold’s sales increase, in volume and 
in percentage, in 1942 and 1943, was more 
than double that of any other brewer in 
New York State!—War-time rationing of 
materials made it impossible to maintain 
quality and increase volume, but when 
restrictions are lifted again—oh boy!!! 


Div we say that Miss Rheingold was 


On the beer is good. Rheingold drivers 
J 


the sidewalk; drive slowly to save tires. 
Salesmen are courteous even when they 
can’t fill orders. An advertising agency by 
the name of Young & Rubicam isn’t exactly 
disinterested . . . But, it was our idea. 

Some of our competitors consider this 
Rheingold project is just a hard way to get 
an order. Others say our business is all beer 
and skittles 
there isn’t a skittle account in the house, 


when, as a matter of fact, 


and we would be glad to hear from a good 


skittle manufacturer, if any. ie 
. Za 
oop displays sell goods. Better — fy fC [ 
, pitt 
displays based on a good idea AA | 
. 4 \ | 
will usually sell more goods... / i 


Good ideas executed in better ys 
lithography usually cost little 

more than just lithography—but pay a far 
better profit. 

While we have more display ideas these 
days than we have cardboard, we like to 
hear from advertisers who can use good, 
ideas as well as better displays! Give us a 


call and we’ll come over. 


Cinson- Sreeman Co., INC. « Live & Learn Lithographers 


STARR & BORDEN AVENUES, LONG ISLAND CITY 1, NEW YORK 


Jane House 


Pat Boyd 
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20 
LAA Adds Members 


The Life Insurance Advertisers 
Association added three new 
member companies and two new 


members, including Gulf Life In-| 


surance Company, Jacksonville, 
Fla., represented by W. J. Ham- 
rick, vice-president; Rio Grande 
National Life Insurance Company, 
Dallas, Tex., represented by 
P. Baxter, C.L.U., district man- 
ager; Western Reserve Life In- 
surance Company, Austin, Tex., 
represented by C. B. Calahan Jr., 
vice-president and agency man- 
ager; and new members Vance 
L. Bushnell, 2nd vice-president, 
Equitable Life Insurance Society, 
New York, and Maj. Charles C. 
Robinson, executive assistant, 
Guardian Life Insurance Com- 
pany of America, New York. 


Two Join Institute 


E. Paul Matthews, formerly a 
faculty member, 
University, and E. N. Wise, for- 
merly associated with General 
Chemical Defense Corporation, 
have joined the research staff of 
Battelle Memorial Institute, Col- 
umbus, O., industrial and scien- 
tific research organization. 


R. | 


Ohio Wesleyan | 


|'Beaumont Adds Accounts; 


Cannon Joins Agency 

Elko Photo Finishing Company, | 
with plants in St. Louis, Dallas, 
Tulsa, Oklahoma City, Des 
Moines, Sioux City and Kansas 
City, has named the Kansas City 
office of Beaumont & Hohman, 
Inc., to place its advertising in 
farm publications. Orr Felt & 
Blanket Company, Piqua, O., has 
named the Cleveland office of the 
agency to direct advertising of 
its all-wool blankets in major 
metropolitan markets. 

Ray E. Cannon, recently re- 
tired as a first lieutenant in the 
Air Corps, has joined Beaumont 
& Hohman’s Chicago office to di- 
rect production. Prior to entering 
the Army, he was with Station 
WFAA, Dallas, and Tracy-Locke- 
Dawson, Dallas. 


Brandewiede Named 

| Gregory J. Brandewiede, for- 
hee general manager of the re- 
cently closed Louisville, Ky., 
| plant of Curtiss-Wright Corpora- 
| tion’s airplane division, has been 
| named director of sales for the 
division, succeeding William J. 
| Crosswell, resigned. 


$1,729,077 is a tidy advertising 
appropriation. 


Owens-Illinois spent that last year 
(not including newspaper space) 
promoting its several products— 
glassware, containers, etc. And 
think of it—less than ten years ago 
Owens-Illinois was a young, limited 
advertiser! 


HOW WELL DO YOU KNOW this 
growing account? And more impor- 
tant—how well does Owens-Illinois 
know you? Would you like to get 
better acquainted with men like 
S. L. Rairdon, H. A. Trumbull, R. 
E. Delaplane, Bert Herron, C. U. 
Fauster, B. Van Cleve, W. D. 
Plummer, etc. 


These responsible executives, and 


What tune 
Owens-| 


to tickle 
llinois 7 


11 others, are paid subscribers to 
one or more of the 5 major adver- 
tising-marketing magazines. 


FROM THE AGENCY END — 133 paid 
subs at J. Walter Thompson and 
Brooke, Smith, French & Dor- 
rance. With emphasis, please on 
quality, not quantity—covering the 
men who set the policies, make the 
plans, purchase the space. 


It’s a comfortable feeling to know 
that while you're selling the “mil- 
lion-dollar spenders” via these 
magazines, you're also cultivating 
the “comers”. 


Where else SO MUCH —-for so rela- 
tively little? 


é 
+ ADVERTISING AGE 
ADVERTISING & SELLING + PRINTERS’ INK 


SALES MANAGEMENT + TIDE 
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AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 


c 1945 . ——1944——~", | r———19 45 —_—__, ———-19 44 
Pages Lines Pages Lines | Pages Lines Pages Lins 
GENERAL | True Love Stories(Mac) 40.3 17,278 41.5 17,79 
Ace Fiction Group..... 7.5 1,651 9.5 2,145 True Romances....... 43.6 18,732 43.0 18,439 
American Magazine... 57.0 23,935 58.9 24,742 ZPUG BCOPY ws cencicecs 61.5 26,368 60.7 26,022 
American Forests..... 11.6 4,872 13.5 5,670 Vogue (2 issues)...... 217.6 137,532 222.7 140,76] 
American Home....... 32.7 20,680 33.0 20,839 WOMSHS DES .icsives 36.1 15,488 35.6 15,27 
American Legion...... 24.1 10,129 25.2 10,582 Woman’s Home Com- 
Asia & the Americas. 2.3 1,001 3.0 1,284 Pre eC re eT 49.5 33,684 49.5 33,667 
Better Homes & — —__., 
a ee eee 38.7 24,472 35.7 22,568 Total GROUP o.cesces 2,422.8 1,207,268 2,149.1 1,048,22 
Christian Herald...... 18.7 7,844 20.4 8,557 STANDARD 
eo a a 6.2 4,223 2.5 1,722 American Mercury..... 10.6 1,921 11.5 2,089 
COBMODGRTER § decease. 58.5 25,096 16.0 24,008 Atlantic Monthly...... 44.5 18,690 43.5 18,27( 
Dell Detective Group.. 17.0 7,293 18.6 7,988 Harper’s Magazine..... 50.8 12,081 46.3 10,997 
DOMES RMOVIOW «éicacies 36.2 15,551 33.9 14,543 —-— 
EES Ere ee ee 14.5 6,080 11.8 4,935 TOCKL GFOUD .6ciece 105.9 32,692 101.3 31,356 
Esquire (Natl.) ...... 64.9 43,614 62.2 41,815 OUTDOOR 
Extension ee se 11.5 7,983 11.4 7,838 American Rifleman 25.3 10,605 31.3 13,1 
Sracintemege Shoo 5 lean 158.5 119,183 175.0 130,600 | eld & Stream....... 61.9 25,996 46.0 19 
House Beautiful....... 63.3 40,029 51.2 32,381 Fur-Fish-Game ...... 14.8 6,321 13.9 F O¢ 
House & Garden is Sate 5.1 34,824 34.0 21,488 | Hunting & Fishing.... 20.1 8,452 15.2 6 
phe enage  4 e bb fear, = 865 7,095 | Outdoor Life ......... 49.1 20,631 45.8 19,22 
eee oe ee ee | Se AGM... . «05. 45.8 19,218 35.4 14,84 
Mechanix Illustrated.. 53.0 11,868 47.7 10,695 | 4 = aie 
Motor Boating tee eees 90.3 53,092 80.9 47,555 Total Group ........ 217.0 91,223 187.6 78.91 
National Geographic... 33.0 7,817 33.0 7,812 —_e a. 
Nation’s Business ..... 66.9 28,089 60.1 25,260 JUVENILE 
Nature Magazine...... 4.0 1,711 3:7 1,569 | American Girl ........ 9.2 3,862 6.8 2,844 
| ORR eos ee 9.8 6,630 4.6 3,145 | Boys’ Life ............ 16.8 11,340 19.8 = 13,36 
Popular Mechanics.... 109.0 24,416 101.4 22,652 | @Calling All Girls..... 17.9 6,810 = 16.5 6,27 
Popular Publications. . 13.6 3,048 10.4 2.340 Child Life ............ 3.9 1,646 3.7 1 
-opuls Science....... 8.7 2 52 0.7 22,55 me? OC 
tan. ee ~ ie hehe “ane Hag ge yt: py (ice | ee 47.8 23,658 46.8 24,041 
Sg) eee 10.8 4,549 10.0 4,307 | WEEKLIES—July 
Scientific American.... 15.5 6,643 10.7 4,590 American Weekly...... 66.2 66,202 68.4 68,365 
Street & Smith All Business Week ....... 28.8 125,489 374.7 157,452 
Fiction Group ...... 4.0 744 4.5 837 Christian Advocate.... 10.7 4,512 5.2 2,198 
ELE eRe 31.7 13,330 27.4 LESBOS | DEOE SS as cc occesesis 139.0 94,517 167.0 113,55! 
Thrilling Group....... 16.0 3,577 13.7 3,067 | Cee, sb van bave'stus sae 83.7 35,910 86.5 37,101 
Town & Country...... 73.1 49.105 67.4 200 | Pamilly Circle ..ccccaee 48. 20,758 45.9 19,¢ 
(sa. 2) ee eee 25.8 11,089 6.6 2,828 POSOOD sec cecsasensses 44.1 18,908 36.7 15,74 
a*Woodmen of the i Re eee 45.6 28,987 30.7 20,757 
CE Sc c ade ala argo 3 5.0 3.313 is Ps fT Pee rrn eT rrr 141.1 110.9 47,59¢ 
pe ae ee ee 93.3 54,860 61.3 47,746 vo Sere errs Tie ere 67.0 5 76.1 51,766 
— 2, eenpmeseuinania IROWRWOGM ic cticcisats 281.5 118,238 255.2 107,191 
TOC GROUP 66660085 1,552.1 739,952 1,399.1 661,540 bNew York Times 
WOMEN pt eee ereeerer 90.7 77,137 107. 91,176 
REE 5 5 oe ON ads 44 134.0 57,486 80.2 24:861 | NOW BOPRe? .si.accvacs 138.6 59,458 150.9 64,717 
Co oer 130.7 56,056 94.2 40,397 PRAMEMGEOE  ciwaseeanrns 49.4 20,749 37.1 15,589 
Good Housekeeping.... 85.1 36,513 7he 30,517 yg Seer ere eee eee 29.6 21,227 21.7 15,545 
Harper’s Bazaar....... 125.5 79,302 119.4 63,520 a ee ee ee 9.8 6,630 4.6 3.145 
PE veces 600458 17.2 13,052 16.1 12,220 bSaturday Evening Post 208.0 141,413 239.0 162,484 
CS) 17.0 11,588 14.1 9,619 | bSaturday Review of 
Ladies’ Home Journal. 76.2 51,811 74.2 50,466 | ES OS er ee 51.5 22,102 30.7 13,160 
fs es MET TT TCO ee 20.5 8,787 9.3 4,046 | eThis Week Magazine. 37.0 20.561 45.3 37,367 
Mademoiselle ......... 238.0 102,102 216.1 92,697 ND: | c-s'a lg a dea a eke @. 8a) aie 311.6 130,941 312.3 131,179 
PGE 04.64 CW an ben c4 63.6 3,254 59.1 40,201 United States News.... 189.3 79,511 169.2 71,081 
Modern Romances -—— — ——_———— - -— - 
3 eee 48.1 20,649 49.0 21,021 TOCKs TATOO: 6ctccads 2,341.6 1,231,646 2,375.4 1,246,861 
Modern Screen (MM).. 52.9 22,705 55.9 23,979 ~~ 
Motion Picture (F).... 65.1 27,93 60.5 25,959 *Not included in totals. 
PREOVEGIBNEG. civevaceves 33.7 14,477 in Tre aJuly-August issues combined 1944. 
Pe SINE Uo Vaielts eases 37.3 15,994 36.9 15,870 bFour issues 1945; five issues 1944. 
Movie Show .......... 31.4 21,344 24.9 16,957 cFive issues both years. 
Movie Stars Parade... 37.3 15.994 36.5 15,671 dOne issue 1945; two issues 1944. 
Movie Story (Tee 62.2 6,678 59.¢ 25,46 * ‘ 
orien ais a anesthe 37.3 isos sae 18719 CANADIAN ‘ ne 
Parents’ (N. Y. Canadian Home Journal 33.0 22,467 34.4 23,403 
Metro Ed.) ......... 7.0 87,8838 75.7 $2,748 | Canadian Homes & aoe ene ‘ a ake 
Parents’ (Nat’l)....... 82.6 35,441 69.9 30,006 | Gardens ..........-. +4 + + 
onan > ‘ 29 & “4 > ree rereere. 33.8 22,979 29.4 19,976 
Personal Romances.... 32.5 13,940 28.7 12,322 pe eit 26 5 15.667 44.9 19.257 
Photoplay (Mac)...... SSS «88088 8«6ERT «9 30,055 | STARRED oo we ese esses 333 28614 60.1 
Promenade ........... baa 28841 411 17625 | Maclean's ............ +o <4 5 4-4 
’ er 59 EEO 9° 1 
Radio Romances (Mac) 37.7 16,159 39.2 16,794 | Mayfair ......-...++- 52.9 printed 33.3 == 
Real Romances ; 91.8 9380 , F | National Home Monthly = 27.5 18,712 27.9 18,199 
*Real Story........... 29.8 9320 | Now World ....sceseee 23.1 15,683 23.5 16,(00 
ee ee eee pty ee <2 ak ieee Revue Moderne, La.... 18.4 12,494 21.1 14,561 
Screen Guide ......... 28.9 19,662 25.8 17,522 : 72 
. a ‘ " ‘ ps © ene Revue Populaire, La.. 17.6 12,320 21.4 14,79 
Screenland Unit....... 40.8 17,493 35.9 15,396 | Samat, ts 29.0 20.324 29.4 -v 4 
Screen Romances ..... 52.0 22,308 33.2 22,757 x: ee pes Dae cee ¥ 
og: ee ee 9.3 8,402 8.: 8,038 - 4 Q7 
a i ey 101.4 68/943 59:1 17'533 Foetal Group ...-++-. wee IGFs CORD Bow, on 
True Confessions (F). 63.5 27,275 59.1 25,339 a 
True Experiences *July linage. 
to eee ee ee 40.9 17,562 43.0 18,439 aFour issues 1945; five issues 1944. 


WGRM, WMIS to NBC 


WGRM, Greenwood, Miss., and 
WMIS, Natchez, Miss., both 250 
watt stations, will join NBC on 
or about Aug. 13, bringing the 
network’s total to 155. WGRM. 
operating on 1240 kc., is owned 
by P. K. Ewing, and WMIS, 
owned by the Natchez Broadcast- 
ing Company, operates on 1490 kc. 


Avpoints Benson & Dall 
Benson & Dall, Inc., Chicago, 
has been appointed to handle the 
advertising of Acidine and Turpo, 
products of Consolidated Royal 
Chemical Corporation, Chicago, 
with R. J. Dooley as account ex- 
ecutive. Newspapers and radio 


will be used. 


Cloud to McCann 


Eugene B. Cloud, for the past 
eight years 
manager of the retail advertising 
division, Montgomery 
Co., Chicago, has joined the Chi- 
iecago office of McCann-Erickson 
las production manager. He suc- 
|ceeds P. E. Gundus, who has been 
| advanced to account work with 
ithe Standard Oil group. 
| cecennnminemnnneees 


Jagger Promoted 

J. R. Jagger, previously sales 
manager, has been appointed vice- 
president and general manager 
|of the R. M. Hollingshead Com- 


pany of Canada Ltd., Toronto 
maker of waxes, polishes and 
cleaners. 


Ward &/operation for honorably discha! 


Sponsors Veteran Plan 
B/G Foods, Inc., Chicago, 
restau 


training program in 


assistant production|announced a 26-week on-the- 0» 
q 


veterans planning to open t°!r 
|}own restaurants. Actual work | *- 
|perience will be provided in ‘& 
'37 B/G restaurants in seven ‘ 
jor cities from coast to coast, v “" 
trainees paid prevailing wa 
The training program will 
| jointly sponsored by the Amer 
| Veterans of World War II. 


Gibson Appoints 

Gibson Wine Company, Cin¢ "- 
‘ati, has appointed Stockt "- 
West-Burkhart, Inc., Cincin: 
to handle its advertising. 
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Volto, the mighty man from Mars, has become a familiar 
figure to millions of comic magazine fans .. . and few have 
missed the fact that he regularly recharges his magnetic 
powers with that famous whole-grain cereal, GRAPE-NUTS 
FLAKES. 


Naturally, General Foods has chosen THE NATIONAL 
COMICS GROUP as a basic medium — this leading group 
of comic magazines blankets 9 out of 10 families with chil- 
dren in the 8-20 age bracket. That is why so many alert 
national advertisers appear regularly .. . 


aged of 


The National Comics Group 


ACTION COMICS BUZZY MUTT AND JEFF 
ADVENTURE COMICS COMIC CAVALCADE REAL SCREEN COMICS 
ALL AMERICAN COMICS DETECTIVE COMICS SENSATION COMICS 

ALL FLASH FLASH COMICS STAR SPANGLED 

ALL FUNNY COMICS FUNNY STUFF COMICS 

ALL STAR COMICS GREEN LANTERN SUPERMAN 

BATMAN LEADING COMICS WONDER WOMAN 

BOY COMMANDOS MORE FUN COMICS WORLD'S FINEST COMICS 


The National Comics Group currently comprises 23 
outstanding comic magazines which carry the above 
symbol on their covers as identification of the best in 
comic reading. 


Represented Nationally By 


RICHARD A. FELDON @ CO., INC. 
420 Lexington Avenue, New York City 
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Grove Promotes Four 


In its executive 
sales staff, Grove Laboratories, 
Inc., St. Louis, has named V. R. 
Burtch, formerly in charge of 
Grove vitamin operations, as gen- 
eral sales manager: H. B. Frost, 
for several years assistant general 
sales manager, head of the pro- 
prietary division; V. E. Stafford, 
a general executive, sales man- 
ager of the vitamin division, and 
E. L. Lavender, former assistant 
to the sales manager of the vita- 
min division, assistant to the 
general sales manager. 


reorganizing 


;}treatment, prepared by Foote, 
|Cone & Belding here, reportedly 


Union Oil Using 


George F. Gill, honorably dis- 


| Gill Joins Blatz | 


} : f t} hoone tnn tone Novel Techn . © is receiving much favorable re-| 
charged from the Army, has been | . a 
named by Blatz Brewing Com-| iqu s a ag ' eupecially by Union’s | 
pany, Milwaukee, to head its| | Sales Lorce, 


in Trade Drive 


Faced with the problem of ad- 

; vertising many of the 492 Union 

Bean Su” eibaatine mane: | OS in publications reaching 
g I 


“still” ‘ 
, é ] 
‘Forms Yorke Books, Inc. ee armed forces in teaching me- a ag: yong Apher 


C. B. Yorke, formerly of Time, 
Inc., 


service material 
program department. 


newly created 
promotion Aug. 


chanical processes and functions | product application and 


has resigned as general man-| have been adopted by Union Oil | points in which it found that 


ager of Science Illustrated to form | 


his own publishing company | Company of California in its|nearly all prospects, whether me- | 
Yorke Books, Inc., Lynbrook,| trade advertising for its diverse | chanics, fishermen, mining engi- 
| das. Bs line of lubricants. The novel|neers or others, were interested 
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We offer a ‘dela © susie 
to manufacturers and 
advertising agencies who 
wish to test dealer and 
consumer acceptance 
of products in the drug 
and food fields. 


Let us send you all the facts! 


tion 
ent et Paid o | 


, “ Sunday Is 
Zs Baa: 


AND RETAIL TRADING ZONE 377,854 | 


"2068 cee nvens 


STAR. REPUBLIC 


ROCKFORD REGISTER. 


| readers, FC&B made a survey of | 
other | 


Advertising Age, August 20, 


in factual or technical informa. 
tion about products as relate ty 
their equipment. 


Humor Used Freely 


This resolved the ad problem t, 
one of presentation. To pz 


ent 
| technical information in an edy. 
cational but interesting manne, 
abstract points or principles are 
handled by such Disney devices 
as animating the product in com. 
bination with breakaway draw. 
|ings of mechanisms, and u of 
|two colors and Ben Day, the lat. 
| ter giving the effect of a thirg 
| color. Humorous touches are useq 
|freely to explain the use of jj 
|for rust prevention, tractor lubri- 
cation and the like. 
| Launched last spring, the drive 
|is carried in more than 50 na. 
| tional, trade and farm publica. 


| tions. The same _ technique js 
|planned for forthcoming product 
| booklets and similar sales litera. 
| ture. 


Maine Issues New 
Seafood Recipe Book 


A collection of 131 seafood 
recipes, entitled “The State of 
Maine’s Best Seafood Recipes,” 
has been issued by the Maine De. 
velopment Commission, in coop- 
eration with the state’s Depart- 
ment of Sea and Shore Fisheries 
The 64-page book, lithographed 
in full color, is entirely devoted 
to “Down East” recipes, which 
were selected on the basis of ; 


state-wide contest conducted last 
year. 
Large-space newspaper adver- 


tisements in every daily and 
weekly published in the state and 
five-minute radio announcement: 
|on all Maine stations urged Main¢ 
housewives to send in their finest 
family seafood recipes and win 
$5 in war savings stamps for each 
recipe chosen by the jury of 
awards. The recipe book was 
created and produced by Brooke, 
Smith, French & Dorrance, New 
York, agency for the state. 


Prune Group Plans 
Ads to Level Price 


The California Farm Bureau 
Federation, California Prune & 
Apricot Growers Association and 
other West Coast growers’ groups 
are backing a plan to carry on a 
three-year trade promotion and 
advertising campaign aimed at re- 
ducing a threatened over-supply 
of prunes when the current war 
market ends. 

The plan entails a levy of $1.50 
a ton for a campaign to keep price 
levels up and to increase home 
consumption of the fruit. 


Foot-Kind to Ridgway 

The Ridgway Company, St 
Louis agency, has been appointed 
to handle the advertising of the 
Foot-Kind Shoe Company, St 
Louis and Owensville, Mo. Na- 
tional magazines, trade publica- 
tions and dealer aids will be used 
to promote Foot-Kind shoes for 
girls. 


Lawson Appoints Twiss 


J. Hayden Twiss, New rk 
Advertising agency, has been ap- 
pointed by E. P. Lawson Com- 


pany to handle advertising o° it 
new line of paper cutters, Pusi- 
ness publications and direct mal! 
will be used. 
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THE NATIONAL ASSOCIATION OF 
RETAIL DRUGGISTS and 
THE SATURDAY EVENING POST 


announce the launching of 


a continuing national study 
of drug store operations, 
management and 
merchandising methods 


for the benefit of 
the drug industry 
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mortar, cast 1607 by Heinrich ter Horst, from the apothecary antique collection of J. Leon Lascoff 
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Advertising Age, August 2( 1945 
Henning Advanced 
John C, Henning Jr., formerly 


sales manager of the Benwood-| 


war period by Major Advertising , 


kcmuer, at, tae ‘Chicago Tribune’ red, blue and _ yellow. These 


| prints were transmitted by radio- | 


Chicago and 
= = telephoto from Berlin direct to| N ] . 
| | ee Northern Illincis 
Linze Company, St. Louis, has| Reed to Niagara Reproduces Radio | Washington, whence they were| 
been named secretary. Advertis-| Franklin A. Reed has been av-| Photo in Colors 
Ni 


| dispatched to Chicago. ; = ; 
ing for the company, whose prod- pointed sales manager of the Ni-| Color Guide Made ee Se i 
ucts include battery chargers and | Chicago, Aug. 14.—The first The Tribune's color engraving | cctmnciiaaitaiaitiie VA 
|/news color photograph ever trans- department made three plates | conter of World Airways | ng iy 


agara Machine & Tool Works, | 
mitted by radio for publication| from the prints and an additional | ‘mitre center otv.s. \ 


boosters, radio parts and power Buffalo, to succeed George R. 


units, will be started in the post- Kinney, resigned. | 
appeared in the Chicago Tribune|key plate for the black impres- | "“S*s#elmerme| <7 ] 
|Aug. 9, showing the Big Three of| sion. As the color engraving de-| 
|the Potsdam conference. partment began preparation of | 
Details for making and trans-| the plates, the Tribune color'| 


|mitting color photographs by/studio obtained wirephoto nega-| = 


Industries locating im this area have these outstanding ad. 


Retireed Center of the United States... Served by Great Feed Preduring ond Proce 
: 4 induscvi rastrosds tn the heart of the nae new 9 


ed illustrations /radio were perfected by the sig-|tives of the original radio prints.) = . 
proene and color 80% oases ) |nal corps Army pictorial service, By its own process, it produced a} pve iiss = 
_ oe jand the Army communications|carbro color photograph that the | swmcdm. newecuns 
| service. ae 


color engravers used as a color | r 
| An Army pictorial service pho-| guide. The photograph was re-| 
| tographer was sent to the con-| produced in half-page space and| : 
|ference in Germany for the ex-| was later displayed in a window | Srmyrinsn cows 
|press purpose of taking a color/at the Tribune public service| 
| photograph of the Big Three. He| office. 
/used a special camera that ex- sciajesitinnitecaieii 
posed three negatives simultane-|. ’ 

|ously, each through a_ distinct Redbook Boosts Terry 
type of filter. From the nega- William E. Terry, with the New 
pe - : York advertising sales staff of 
| tives, three black and white color Redbook for the past eight and a 
| separation prints were made, rep-| half years, has been appointed 
| resenting the three basic colors. | eastern advertising manager. 


PUBLIC SERVICE COMPANY OF Non 
WESTERN UNITED GAS AND ELECTRIC COMPANY + ILLINOIS NORTHERN UTILIy 


onan 


STARTER—This is the opening ad jp 
the campaign sponsored by the 
Commonwealth Edison group of com. 
panies, designed to attract new jp. 
dustries to Chicago and retain wa; 
plants now operating in the city’s 
area. Foote, Cone & Belding is the 
agency. 


—_ 


Heads Brown Instrument 


Henry F. Dever, formerly vice. 
president in charge of engineer. ui 
ing of Minneapolis - Honeywe! 
|Regulator Company, Minneapolis 
“os has been elected president of th. - 

ee en % |; company’s wholly - owned | sub. 4 
|Sidiary, the Brown Instrument 
Company, Philadelphia. He su. 
| ceeds Charles B. Sweatt, who wi 
| be in charge of sales activities of 
| the parent company and its sub. 
sidiaries. 


announces the First Invisible Rate Card 


Railroad Ups Owen 


In a reorganization of the ai. 
vertising and publications activi- 
ties of the Louisville & Nashvilk 
Railroad, Thomas E. Owen, eidi- 
tor of the L. & N. magazine since 
its inception in 1925, has bee 
named editor-director of adver- 
tising and _ publications. J. | 
James, who has been assistant 
|editor of the magazine, becom 
| associate editor. 


} 


y ; : Y) ’ SS pk How to Test 
OS Se aie — Your Purcha 5¢ 
of Radio Time- 


First, you want a market 
that is able to buy. Second 
you want a medium thet is 
able to reach and sell thet 
market. 


© FIGURES .-- 4 ge 
but how revealing. 


see fix the real cos 
tising. — ; 
past High editorial 
Jership helps | ‘ 
‘hip. Up F eadership and o_ 
cut costs. That’s what pare od 
does. With the — P nes : 
page readership 
Serlay magazine. Page cost 
per thousan 
thousan 
pone yang Over 
families ( 


The average buying power 
of a Richmond family is $2, | 4( 
nearly double that of ¢ 
average family in the na 


WRNL has the listening 2a’ 


of these people who 


Exposes high cost of “low traffic” 


Peak-valley readership patterns put 
one out of two ads in “dead” spots... 
high cost per reader. parade pre-tested 
editing maintains peak interest page- 
by-page ... lowest cost per reader. That 
plus working on 2,000,000 families gives 
you a sizeable bonus in results. 


Akron Beacon Journal 
Bridgeport Sunday Post 
Chicago Sun 
Denver Rocky Mountain News 
Detroit Free Press 
El Paso Times 
indianapolis Star 

(Beginning September 16, 1945) 


135 So. La Salle St., Chicago 3 * 712 New Center Bidg., Detroit 2 * 405 Lexington Avenue, New York 17, N. Y. 


Jacksonville Florida Times-Union 
New Bedford Standard Times 
Newark Star-Ledger 

Portland (Me.) Sunday Telegram 
Syracuse Herald-American 
Toledo Times 

Washington Post 

Youngstown Vindicator 

Total Circulation over 2,000,000 


Leadership in readership 


Attested in survey after survey. parade 
editors build the world’s finest show- 
case for advertising by planned selec- 
tion of subjects with pre-proved power 
to compel attention. Every spot in 
parade is premium position at no extra 
cost, To get it read—put it in parade. 


wa 

rade I wd 
Fizger than the 6 New Eng 
land states cd 
you more action 


Make us prove 3t- 


the money to spend. W “L 
can do a selling job for ou. 


Affiliated with the 


American 
Broadcasting Company 


_sBDWARD PETRY Aco. : 
| NATIONAL REPRESENTA) (6 
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> WILL BUY 


~ OR BUILD 105,169 HOMES 


This fact is one of many findings of a recent independent survey conducted 
exciusively among regular readers of the Daily News; a survey representing a 
valid cross-section house-to-house sampling obtained by the best accepted 


research methods. 


When do they plan to buy or build homes? The first year after wartime 


restrictions are removed. 


Can they afford to buy or build? Yes. 72.4% of these families who are planning 
new homes have incomes of $3,000.00 and above, plus bank savings and 


War Bonds. 
* * * 


Here we have dreams eagerly pressing to become actualities, dreams whose 
realization will total to an expenditure of millions upon millions of dollars. 
And advertisers can reach this rich market through one newspaper alone—the 


Chicago Daily News. 


Its strength is deeply rooted in the confidence of 1,250,000 reader-friends. 
It is the kind of newspaper that satisfies both the conscience and the intelli- 


gence of these readers. 


The Chicago Daily News and its audience offer to advertisers both a market 
of great potentials and a medium of powerful influence... This is but the first 
glimpse of your sales opportunities as revealed by a significant survey. We 


shall tell you more in our next message. 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO’S 
HOME NEWSPAPER 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Hilton Appointed 


M. P. Hilton has been ap- 
pointed circulation director of the 
Traffic Service Corporation, Chi- 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

- . . Or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dellar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


cago, publisher of Daily Traffic 
World & Traffic Bulletin, Traffic 
Bulletin, Traffic World and World 
Ports. He previously served as 
assistant to the dean, College of 
Advanced Traffic, Chicago. 


Gets Car Card Account 

Philbin, Wrangell & Coine, New 
York and Jacksonville, has been 
appointed to handle car card ad- 
vertising for the York Bus Com- 
pany, York, Pa., and the Miami 
Beach Railway Company, Miami, 
effective Sept. 1. 

Joins Empire Vending 
Charles F. Broderick, 
president and treasurer, Charles 
B. Thomas Company, Buffalo, 
maker of advertising specialties, 


vice- 


has resigned to become a partner 
in the Empire Vending Company, | 
Buffalo. 


Open Teen-Age Contest 


The Mighty Midget Leather 
Goods Company, New York man- 
ufacturer of the Mighty Midget 
wallet, is using national magazine 
advertising to promote a national 
contest to select the most typical 
leaders among teen-age girls. Each 
month a model president will be 
selected and used in national ads 
for the company. Mouselle & 
Eisen, New York, handles the 
account; Bert 
New York, is doing the publicity. 


Appoints Architect 

Real Estate Reporter and 
Building News, New York, has 
appointed George B. Brigham, 
associate professor of architec- 
ture, University of Michigan, as 
a contributing editor. Prof. Brig- 
ham is a pioneer in the develop- 
ment of prefabricated houses. 


Nevins Associates, | 


| ground 


ABC Sues ABC 
Over Use of ABC 
as Net Symbol 


Detroit, Aug. 14.— Associated 
Broadcasting Corporation, Grand 
Rapids, Mich., has filed a petition 
in federal district court here seek- 
ing an injunction enjoining the 
Amercan Broadcasting Company 
from using the letters “ABC” as 
network identification. American 
plans to contest the suit on the 
that Associated has no 
“legal right to the national usage 
of ABC.” 

L. A. Versluis, president of As- 
sociated and owner of Station 
WLAV, Grand Rapids, announced 


|a month ago that the Associated 


BIGGER AND BIGGER AND BIGGER THEY GROW... 


Consolidated Vultee’s proposed Model 37 giant 204-passenger transport. 


Speed: 300-400 mph. Size; 12 


times larger than transports in current airline use, On the drawing-board today, but on the airport tomorrow. 


And with them grows your sales potential 


You read it in every morning’s newspaper. You see it 
overhead almost daily. The unprecedented growth of 
our most swiftly expanding form of transportation. 
Foresighted U. S. businesses see clearly the market- 
ing significance of air transport expansion. They are 
not waiting —they are laying their ground work now. 
Esso, Texas, Socony Vacuum, Gulf are fully cognizant 
of the industry’s future market possibilities. So are 
Goodrich, Goodyear, Firestone, U. S. Rubber. Westing- 
house, General Electric and scores of other U. S. busi- 
ness leaders are preparing now for what they know lies 


ahead.* 


Do you manufacture spark plugs? or gaskets? or 
bearings? Do you sell electrical tools? or wire cable? or 
radio tubes? or any one of a thousand other products 
this industry needs and uses every day? 

Then we urgently advise you to examine this market 
carefully. Not what it was prewar — not what it is now 
under wartime restrictions — but what it inevitably will 


be tomorrow. 


Examine the development work being done by the 
one magazine that serves this field exclusively — Air 


Transport. 


Check the relatively small cost of conducting an in- 
tensive advertising effort to this field in the pages of 


Air Transport. 


New York 18, N. Y. 


*Named are but a few of the industrial lead- 
ers who regularly advertise in Air Transport, 


A new booklet tells the whole story. ““The Builders of 
our Swiftest Growing Transportation Industry” is avail- 
able to interested sales and advertising executives. May 
we send you a copy? Write Aeronautical Division, 
McGraw-Hill Publishing Co., Inc., 330 West 42nd St., 


-_ 7 Age, ATO é 
network, with affiliated  siatio,. 
in 26 major markets, wil] 4, 
launched Sept. 16 (AA, July 9 

The complaint asserts th 
sociated has been using the A 
symbol since its incorpora‘ 


December, 1943, on stationery 
promotion pieces, billing, aq, 
transcontinentally as networ, 
identification. In view of sy 
prior use, Associated claim, 


American’s use of the ABC ide». 
tification tends to confuse and de. 
ceive the radio industry and th 
listening audience and is injurio,, 
to Associated’s rights. 

Replying to the suit, Americay 
asserts that “ABC is a logica] 
natural contraction of the Ameri. 
can Broadcasting Company,” anj 
that ‘“‘we intend to present even 
evidence of the ready associatioy 
of that contraction with ou 
work and of our right to conforp 
to established usage.” 

“The American’ Broadcasting 
Company does not concede that 
the Associated Broadcasting Com. 
pany has any legal right to the 
national usage of ABC,” it states 
adding that “in view of the wide. 
spread adoption of that contra 
tion as an identifying symbol, we 
believe that we are only conform. 
ing to a well-established usage ip 
using ABC as a designation for 
our network.” 


Viewtone Names Agency 


Viewtone Television Compan; 
New York, has appointed Lester 
Harrison, Inc., New York, ¢t 
handle advertising of its complete 
line of FM and AM radios, tele. 
vision receivers and deluxe con: 
binations. A table model tele. 
vision set will also be featured. 


Joins Chek-Chart 


Arthur W. Terwilliger, previ- 
ously with Airadio, Inc., has been 
appointed production manager of 
the Chek-Chart Corporation, Chi- 
cago, compiler of oil lubrication 
guides. 


To Donahue & Coe 


Howard Pearl, formerly with 
the New York advertising staff of 
20th Century-Fox, has joined 
Donahue & Coe, New York, 34 
assistant to the director of media 
of the outdoor advertising de- 
partment. 


If you sell 
SOAP 


You Need WIBW 


In Kansas and parts of sit 
adjoining states WIBW is the 
preferred station of almost ‘ive 


million listeners. 

WIBW is preferred by deal 
ers, too, as shown by (hel 
enthusiastic tie-in promotion 4 
point of sale. 

We have a reputation 
hard-hitting selling. Let us p 
it to you by RESULTS. 
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d s ation 

» Will pp 

Ju 23 e \ 

the Ab h Forty-niners 

the AB -- the new = mil 

oration i 

stationen 

me ar The man in service wants to go home merchandise. He can make the Pacific First town crier and state intelligence 
0! e r ~ e ’ 

of sy ...a home hallowed by youthful illusions. our own trade corral and future market center, is The Chronicle. 

ABC ide, But once back, the years away may make if we give him support. Native owned, locally concerned, but 

me and ¢ the old street seem narrow, the old job widely focused, journalistically competent 

ya i G 7. ‘ , :; Pe ae 

3 inj drab, the old life colorless. Inured to great OLDEN GatE to Pacific enterprise and published without provincialism. The 

ie dangers, he will distrust small security. is San Francisco... settled by argonauts, Chronicle watches the world as privileged 

Ogical ang Some day, when his collar is too tight, cosmopolite among cities since its first public servant and confidant of the people 

he A nerj. > a . . a1? . ° T ~ Pe a ° 

any,” ang the sky too gray, steam heat too stifling plank road, rich in tradition beyond its who count most in Northern California. 

_ ever .. will recall blue water, coral beaches, brief time, self-sufficient and unenvious, Preferred by the best of the city’s homes, 

ASSOC ation ‘ . ‘ ¥ 

1 our net. waving palms, the hot sun and cool trade quick liked and long loved...snug harbor read and respected by the outsiders who 

oO conforr . ° es ° P 
winds, the lush lands that return much of the successful, banker and trade center, constitute the cores of influence in their 

— re for little effort; the space, peace, quiet, depot of destiny C.O.D.... set communities... The Chronicle has 

ting Com. time to think, the observed opportunities. Part of every freight ton to and from always found customers for the good 

tht to the , . , ‘ ‘ ‘ : : 

A or: And in the past tradition of his fathers, the Pacific will drop down dollars in San merchants and the national advertiser, 

ne wide. he will again elect to be his own man Francisco, make jobs, sales and prosperity won worthwhile franchise for any firm 

contra, : s ‘ , ‘ . , i 

ymbol, we farmer, trader, entrepreneur, argonaut... in Northern California . . . It’s time for with something worthwhile to say or sell, 

posses in the islands, down under, in the Far |§ American business to know San Francisco on the Pacific Coast...Ask the nearest 

nation for East, on old trade lanes and new airstrips, | beyond Dun & Bradstreet . . . and high Chronicle representative for more facts 

ambassador for American ideas, methods, time to be known in San Francisco... | about West Coast opportunities. 
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National Advertising Representatives: Sawyer, Fercuson, WALKER Co. 
New York, Chicago, Detroit, Atlanta, San Francisco 
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If it’s 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England.With 
@ minimum cost you reach 
urban and suburban popu- 


lation. 


“Independent Survey of Providence Bulletia 


NEW HAVEN 


Packaged Produce Test 


| Ohio University and 
Business Firms Aid 
Columbus Project 


Columbus, O., Aug. 16.—In a 
| test in three stores—which by 
| next spring may reach 10—the| 


Great Atlantic & Pacific Tea Com-| 
|pany, in cooperation with Ohio 
| State University, du Pont’s cello- 
| phane division, refrigerator, pack- 
aging and machinery concerns, 
|has set out through packaging to 
| overcome a loss of 25% in trim- 
ming and spoilage of fresh vege- 
tables. 

Up to 60% of this waste thus 
|far has been eliminated. Grow- 
ing volume 
|than pay 
and refrigeration. 


| 


| dropped to 


|parsley dropped 
| products 


is expected to more} 
the cost of packaging| while packaged 
| salable. 


ATEstT by A&P Fights 25% Loss 


Whereas the salability of non- 
packaged tomatoes, for example, 
50% in five days, it 
was found that packaged tomatoes 
remained at 100%. Although non- 
packaged spinach lost all its sala- 
bility in five days, packaged spin- 
ach was still 90% salable. Pack- 
| aged peas in this period were four 


| times as salable as non-packaged, 


and packaged celery from two 
and a half to three times as sal- 
able. Packaged head lettuce was 
twice as salable as non-packaged, 
and although the salability of 
non-packaged green beans and 
to zero, these 
packaged remain at 
100%. Non-packaged Brussels 
sprouts also were entirely waste 
at the end of the five-day period, 
still were 80% 
Even such hardy vege- 


tables as _ radishes 
showed longer 
in packages. 


life and salability | 


How Project Started 


The project was initiated at a} 
meeting called by Ohio State 
University in the spring of 1942 | 
to find means of improving the 
production and marketing of fresh 
fruits and produce. 


Representatives of the state de-| 


partment of agriculture and of 
chain and independent food stores 
attended. A&P found that its own 
thinking on the problem jibed 
with that of Dr. Charles W. Hauck 
of the university’s agricultural 
experiment station. The test is 
being conducted by a committee 


composed of Frank McGeough, 
Columbus unit head of A&P, 
chairman; Walter Moxley, A&P 


produce department, secretary; Dr. 
Hauck; J. D. Rankin of du Pont’s 
cellophane division; Arthur Bid- 
dle, Hussman Refrigeration, Inc., 
maker of refrigeration cases: 
James Morris, Ohio Boxboard 
Company; Ralph C. Russell, Oliver 


~ 
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and beets; Machinery Company, and 


Bremer, head of the C 
unit of ‘Atlantic Commissi 
pany, produce-buying su 


|of the A&P. 


Uses Open Refrigerato;< 


In a typical test market 
of open-top refrigerator 
similar to those used 
packaged meat operati 
ranged along the back 
store. Backward slanted 
reflect the cellophane-p:; 
produce. The usual prodi ¢ 
partment litter is lacking. faq 
package is pre-labeled wit; 
weight or quantity and price. T 
shopper serves herself. There ; 
no scales and no traffic tie-y 
Two or three times as many cy 
tomers can be handled 
same space and time. 

Despite the open tops, temper, 
ture in the cases is maintained g 
40 degrees in the display cases 
In large storage space at the bas 
of each cabinet reserve stocks ard 
kept at 37 to 38 degrees. 


Labeled Automatically 
In A&P’s warehouse all pack 


ages are wrapped, heat-sealed ap 
labeled automatically on an ad 
justable machine developed { 
the test. The Columbus expe 
ment is said to be the first to 1 
automatic central packaging, an 
the first to employ continuous re 
frigeration from grower to con 
sumer. It was launched last Feb 
ruary in one Columbus store, a 
was extended to the fourth 
on Aug. 3. 

A&P expects that as more : 
terials become available the eq 
pansion of the test—with result 
savings to the farmer, retail 
and consumer—will be accel 
ated. 


WESTERN HOMETOWN SHARE OF TOTAL AUTOMOTIVE SALES 


(Outside of the six largest cities) 


Sardik Tests New Mix 
Newspaper insertions of fron 
100 to 500 lines in Holyoke, Pitt 
field, and Northampton, Ma 
dailies are being used by Sard 
Food Products Corporation, N 
York, to test Sardik Tomato Mix 
The product is also being promote 
on the Mary Margaret McBrid 
participation program heard ove 
WEAF, NBC‘s New York outlet 


* Advertising Income 


For the past 5 years, an a 
erage Advertising Dollar 
Volume gain of 20°. A 
48°/, Increase in Advertis 
ing Dollar Volume, 194 
over 1944, 


Circulation Income 


For the same period, an a’ 
erage Circulation Income 


Gain of 91/%. 


A 15%, increase in Circule 


tion Income, 1945 over 
The Hometown Daily Newspaper Market is os 
THE BIG MARKET FOR CARS CE TOOE shah techerspa 
, . f thing they ‘cally 
—check your sales records against these figures pela ery Mage ‘ 
Read the Census! More than 4 motor car dealers of every 5 America’s THIRD GREATEST SALES AREA WISE ADVERTISERS TE 


are in the Hometown Daily Newspaper Market in the 
11 Western States. 


Why? Because 3 cars out of 4 are sold outside of the 
six largest cities! 


Oe... 6 BILLION A YEAR 
ies where two thirds of all retail sales 
s are made in the HOMETOWN MARKET 


owe fi 


Let us show you how to cover this primary market 

at low cost. 

* * * * * 

Write today for the new booklet “How to Sell America’s 
Third Greatest Sales Area.” Hometown Daily Newspaper 
Publishers, 625 Market St., San Francisco 5, California. 


R 


THE HOMETOWN 
™) DAILY NEWSPAPER 


s ae 
® covers this primary market 


rr ECONOM 
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World's First Station 


Celebrates 


Zath Birthday 


A quarter-century ago, commercial” radio broad- 
casting began. On August 20, 1920, the “billion year 
silence of the ether” was broken by WW4, originally 
8MK, The Detroit News radio station. 

Many broadcasting “firsts” followed. 

WWJ was America’s first commercial radio station 
to broadcast daily programs. First to broadcast elec- 
tion returns. First to broadcast World Series results. 
First to broadcast a complete symphony concert. First 
to organize a broadcasting orchestra. 

Throughout 25 years of existence, WWJ has main- 
tained its leadership in public service, entertainment 
and ethical responsibility. Recently, it demonstrated 
its initiative by becoming the first station to ban tran- 


* WW4J acknowledges the pioneering research efforts of such 
scientists as Dr. Lee de Forest, Dr. Frank Conrad and 


others operating under experimental and amoteur licenses. 


NBC BASIC NETWORK 
Associate FM Station WENA 
Television C. P. Pending 


scribed announcements and transcribed singing com- 
mercials. And immediately after Pearl Harbor it 
eliminated middle commercials from newscasts. 


Looking ahead, WWJ established a Frequency 
Modulation station — WENA — which has been in con- 
stant daily operation since May 9, 1941. Ten months 
ago an application was filed with the Federal Com- 
munications Commission for permission to construct 
a Television station. 


The pioneering spirit which actuated the establish- 
ment of America’s first commercial broadcasting 
station lives and thrives at WWJ after 25 years of 
broadcasting in the “public interest, convenience and 
necessity.” 


WW 


OWNED AND OPERATED BY 


THE DETROIT NEWS 


THE HOME NEWSPAPER 


950 KILOCYCLES—5000 WATTS 
THE GEORGE P. HOLLINGBERY COMPANY, National Representatives 
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EYE’ CATCHERS 
FREE | front Sa! 


lection adv. 
photos. 1) lines business 
. all situations. Top 
. « « fine photog- 
Multiplies pull of 
Shot new 
each month. 10,000 sub- 
jects available. Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


models 
raphy. 
promotions. 


¥ 


Sell it with MOSS 


PHOTOS 


1,000 iets. Ne order too 
small. Postcards, 2c. We 
photograph everything. 
Super special: mount- 
ed blowups,20x30,$2.50; 
30x40, $3.85; 40x60,$6.50. 
Write far free sa 


moss 
155 W. 40th St, 


mples, priee list A. 
PHOTO SERVICE 
N. Y. GC. 19, BRyant 9-8482 


Any Shave Cream 
Offered for Year 

oo. # a 

in ‘Krank’‘s’ Test 

Chicago, Aug. 14.—Consolidated 
Royal Chemical Corporation has 
launched a new newspaper, radio 
and car card campaign for 
Krank’s Shave Kreem in numer- 
ous markets, with copy suggesting 
a “Split-Face” shave test—urg- 
ing men to use Shave Kreem on 
one side of the face and any com- 
petitive shaving cream on the 
other side. 

If users do not agree that 
“Krank’s with Diexin gives you 
the quickest, smoothest shave you 
ever had,” the company will send 
them a year’s supply of any brand 
of shave cream requested. 

Window displays and counter 
cards are also being sent to deal- 
ers, and simultaneously the com- 
pany has launched a novel 
“Money Man” campaign to the 
drug trade. This calls for awards 
of $3 and $5 to be made to drug- 


gists who set up the Krank Shave 
Kreem counter displays and try 
to sell the product to Shave 
Kreem representatives who ap- 
pear as customers, 

Russel M. Seeds Company han- 
dles the account. 


Esty Enters Video 


William Esty & Co., New York, 
will begin active television pro- 
duction in September, following 
a year of experiment and research 
in the field. First telecast series 
will be presented weekly on 
WABD, the Du Mont television 
station in New York, with Col- 
gate-Palmolive-Peet Company, 
Jersey City, sponsoring a _ half- 
hour weekly drama Tuesday eve- 
nings for Super Suds. 


Duffield Joins CKY 

W. A. Duffield has been ap- 
pointed manager of Station CKY, 
Winnipeg, Man., succeeding W. H. 
Backhouse, who will continue to 
supervise all matters of policy, 
including those involving Station 
CKX, Brandon, Man. Both sta- 
tions are owned by the Manitoba 
Telephone System. 


| 
biw & 
; Thay 


Primitive man got a horse — and modern man 
is mighty interested in getting a car. 

And Post readers buy what they want. Every 
page of the Post is shaped for modern, progres- 
sive, active people. The Post appeals to readers 
still in the acquiring age — still looking forward 
to increased earnings (and increased expendi- 
tures) in days to come. 


CINCINNATI 2, 


The Cincinnati Post 


THE NEWSPAPER FOR ACTIVE CINCINNATIANS 
Robert K. Chandler, National Advertising Manager 


OHIO 


Represented by the National Advertising Department of Scripps-Howard Newspapers 
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roc 


Oliver C. Thener, v.p. of the B-1 Beverage Co., St. Louis, got tireg 


of being bumped off commercial 
for business trips. 
for the company... 


planes, so he now pilots his own 


Mr. Thener travels about 100,000 miles a year 


Don Thornburgh, CBS vice-president, has been reappointed chair. 
man of the radio division of the War Chest. . . John Collier, pres. of 
B. F. Goodrich Co., has been reelected to the board of trustees of 


Cornell University for a five- 
year term. He was Cornell’s star 
oarsman in his undergraduate 
days and pres. of his graduating 
class. .. 

A. G. Buse, who is retiring 
after more than 40 years’ serv- 
ice with John B. Stetson Co., 
Philadelphia—20 of which were 
spent in the ad dep’t—was guest 
of honor at a luncheon July 31, 
attended by Stetson officials and 
representatives of all depart- 
ments. .. And Charles E. Fortier 
has completed 40 years as pub- 
licity manager of the Bell Tele- 
phone Co. in Montreal. He’s a 
pioneer in the public relations 
field, and at one time was night 
ed. of the Toronto Star. . 

E. I. LaBeaume, a member of 
the ad dept. of Hercules Powder 
Company, Wilmington, Del., has 
been elected a trustee of the 
Orthological Institute, Cam- 
bridge, the group organized to 
promote the use of simplified 
English to help improve inter- 


national cultural and trade relations. 


PUBLICITY PRESIDENTS—Will Yolen, 
left, special events section of Warner 
Brothers Pictures, incoming president 
of the Publicity Club of New York, re. 
ceives a hearty handshake and wel. 
coming grin from retiring president, 
William P. Maloney, publicity chief of 
Batten, Barton, Durstine & Osborn, 
Inc., New York. 


. Barbara Bragg, former 


junior partner of the Morgan C. Aldrich Ad Agency, Hartford, 
Conn., was married Aug. 4, in New York, to Hyde Preston... 

Lt. Col. Bordner F. Ascher, peacetime head of the sales dept. of 
George A. Breon & Co., pharmaceutical chemist, Kansas City, Mo., 
and a West Point graduate, has been awarded the Bronze Star 


Ne nl 


CHAMP—George 
England district manager of Rumford 
Chemical Works, left, won the title of 
Champion Biscuit Baker of 1945 at the 
company's annual clambake. Albert E. 


A. Daniels, New 


Marshall, president of Rumford, is 

shown presenting to the winner a spe- 

cial edition of the Rumford Complete 
Cook Book. 


medal for planning construction 
and supervising engineering 
projects on Mindoro Island in 
the Philippines. . Another 
Bronze Star winner is Lt. Rich- 
ard L. Scheidker, at one time 
with KMOX, St. Louis, and 
later vice-pres. of Anfenger 
Advertising Agency and mana- 
ger of its New Orleans office. 
His citation was received for 
outstanding performance during 
the battles of Leyte Gulf and 
Suriago Straits. . . 

Robert H. Morse Jr., v.p. and 
gen’l sales mgr. of Fairbanks 
Morse & Co., Chicago, headed 
the list of judges on the Dun- 
ninger radio show Aug. 17. . . 
Pvt. Harold Marshall, president 
on leave, Marshall Advertising 
Co., New York, is now assigned 
to the radio div., Signal Corps 
Publications Agency, Fort Mon- 


mouth, N. J. Pvt. Marshall served in Italy with G-2, Replacement 
and Training Command, MTOUSA... 


Sydney Lovitt, head of his own 


agency in Chicago, who has been 


convalescing from an emergency appendectomy, expects to be back 


at his desk this week... 
pres., will serve as honorary 
chairman of National Bible 
Week, which starts Oct. 14. 

The Aug. 10 issue of The 
Saturday Evening Post carries 
an article entitled “Up From 
Akron” dealing with the life 
of John S. Knight, publisher- 
editor of the Detroit Free Press 
and three other Knight news- 
papers — Chicago Daily News, 
Akron Beacon Journal and 
Miami Herald. . . 

Elaine Brown Keiffer Cobb, 
on the editorial staff of Life, 
was married early this month 
at Lake Tahoe, Nev., to Lt. Col. 
Ralph McAllister Ingersoll, 
General Staff Corps, A.US., 
formerly editor of PM, to which 
he is returning following re- 
lease from the Army. . . Mem- 
bers of the newly - organized 
magazine editors’ council to pro- 


Hanford Main, Loose-Wiles Biscuit Co. 


TALK IT OVER—Norman Tveter, ‘ef 


head of markets and media, . 

Wasey & Co., New York, and Arthu! 
Stein, promotion manager of News 
week, are shown at the first meeting © 
the Duffers and Bluffers Golf Lesgue 


sponsored by Newsweek. 
. 


mote the forthcoming 8th War Loan are William C. Lengel, exe: 
of Fawcett women’s group; Arnold Gingrich, Esquire ed.; Herbert 
Mayes, chief ed. of Good Housekeeping; John Shaw Billings, 
director of Time, Inc.; Otis Wiese, ed. of McCall’s, and Ben Hi’ bs, 


editor of The Saturday Evening Post. .. To Burrell S. Manuel o 
Angeles, v.p. of the Westinghouse Electric Supply Co., was rec‘ 
presented the Order of Merit of the Westinghouse Electric 
highest company award for distinguished service, by B. W. ¢ rk 
of Pittsburgh, v.p. in charge of sales for the parent firm and 


of the supply company 
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Who the heck knows me...” 


way up here in Owassatowahie?... Boy, 
is that a wonderful sensation? Just as if 
you were Mr. Addison Sims of Seattle, 
in Seattle! Particularly if you lug a 
sample case of something to sell! .. . 
When you find the old familiar package 
face to face on a strange shelf—and 
salespeople who never knew a PM have 
a kind word for it! Or a chain manager 
admits “It’s going okay here!’’ 

A lot of products that were once old 
standbys have been short and shy these 
last three years. A lot of once good 
dealers have done very well without 
them! When GI orders are filled, can 
you go back to the GP (General Public)? 
Switch from the QM to stock clerks and 
salespeople ... without the stony stare? 


Re-sivt them with a smile in the 
Metropolitan Group Sunday comics 


sections that everybody sees, from Sears 
to soda jerkers, high execs to hatcheck 
girls. Say hello to 15,000,000 families— 
and at the same time, to the folks who 
sell and serve them! In hundreds of 
major markets, at once—you name it, 
and we have it! Get that Sunday comics 
habit—75% of adult Sunday paper 
readers, plus 98% of the kids—holding 
up the banner for you NOW! So you’li 
have a market that says “Welcome, 
stranger,” and not “nothing today,” 
when you start back to selling! .., 
Metropolitan Group Sunday comics are 
low cost group insurarice for customer 
re-conversion, in quantity, and quick! 
... Call the nearest MG office—soon... 


The first national newspaper network... M etropolitan Grou p 


Comics Section Advertising 77: Baltimore Sun © Boston Globe * Chicago Tribune « Cleveland Plain Dealer 
Detroit News ¢ NewYork News e PhiladelphiaInquirer e¢ Pittsburgh Press e St. Louis Globe-Democrat 
Washington Star e DesMoinesRegister * Milwaukee Journal e Minneapolis Tribune e St. Paul Pioneer Press 
ALTERNATES: Boston Herald e Detroit Free Press « New York Herald Tribune e St, Louis Post-Dispatch 


aye he és Washington Post © optionat appiTions: Atlanta Journal e BuffaloCourier-Express e¢ Cincinnati Enquirer 
0 Liga Xe SS Columbus Dispatch e Dallas News © MHoustonChronicle e New Orleans Times-Picayune-States 
42 z ae : . " ; . . . 
C twee "ie a: Omaha World-Herald ¢ Providence Journal e Rochester Democrat & Chronicle e San Antonio Express 
2 | = 


220 East 42nd St, New York 17 ¢ Tribune Tower, Chicago 11 


Springfield Union & Republican e Syracuse Post-Standard ¢ mMeETRo-paciric: Fresno Bee e Los Angeles Times 
Long Beach Press-Telegram ¢ Oakland Tribune ¢ Oregon Journal e Sacramento Bee # San Diego Union 
San Francisco Chronicle « Seattle Times © Spokane Spokesman-Review « Tacoma News Tribune 


e New Center Bldg., Detroit 2 * 155 Montgomery St., San Francisco 4 
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Heads of 352 Industries 
See 42% Production Gain 


(Continued from Page 1) | goods classification — 37.3%, and| 
be entirely possible and reason-| lumber and timber basic prod-| 
able if the value of manufactures | ucts, 25.9%. | 
reached the indicated level.” Oleo to Fare Well | 

In the 10 chief manufacturing : 
groups producing non-durable| Under food and kindred prod- | 
goods the largest increase in vol-| UCts, the sharpest gain in value 
ume—69.4%—is indicated for to-|0f Production in 1947 as compared 
bacco products. The others with| With 1939 is estimated for “oleo- 
estimated increases above the|™argarine not made in meat 
35.7% total for the non-durable| Packing establishments,” with 
goods industries are chemicals|177.1%-. This contrasts with an 
and allied products, 58.2%: rub-| estimated increase of only 22.5% 
ber products, 47.3, and petroleum | for butter. America’s sweet tooth, 
and coal products, 36.2%. denied by the wartime sugar 
shortage, would assert itself. In- 

Widespread Gains Foreseen creases of 69.4% are seen for ice 

Food and kindred products—/cream and ices, and of 62.8% for | 
which represent one-third of the| candy and other confections. Cane 
total volume of all non-durable|and beet sugar itself, however, 
goods—would gain 33.6%. Other| would gain only 35%. The small- 
increases would be printing, pub-|est food gains are indicated for 
lishing and allied industries, 30.3;) special dairy products, 7.6%, and 
paper and allied products, 27.7;| vinegar and cider, 10.7%, 
textile and fiber products, 27.2; The absence-makes-the-heart- 
apparel and other fabric products, | grow-fonder economic trend ap- 
24.4, and leather and leather| parently will assert itself for dis- 
products, 22.3%. tilled liquors, with a dollar pro- 

Among the nine durable goods| duction 125.1% more in 1947 than 
classifications, automobiles and/in 1939. Wines meanwhile would 
automobile equipment indicate an|increase only 48.5% and malt 
increase of 175.8%, followed by| liquors, 41.5%. Nonalcoholic bev- 
transportation equipment, except|erages would rise 43.6%. 
automobiles, 74.3%; electrical ma- 
chinery, 56.2, and machinery, ex- | 
cept electrical, 52.5%. Less than The 69.4% expansion in er 
the total percentage gain for dur- | products would be primarily in| 
able goods would be furniture|cigarets, up 81.7%. An increase of | 
and finished lumber  products,| only 37.5% is expected in cigars, | 
47.7%; non-ferrous metals and their| and of only 8.2% in chewing and | 
products, 44.2%; stone, clay and}|smoking tobacco and in snuff. 
glass products, 43.2%; iron and Despite intensified research and | 
steel and their products, except| promotion efforts by the cotton 
machinery—the largest durable | industry as a whole, divisions of 


Cigarets Up 82% 


| % 
gCESTER’S FEATURE —* 
WITH a FoLLON 


Feature Parade, the Worcester Sunday Telegram Magazine, 
carries predominantly local features — stories of Worcester | 
people, Worcester happenings, by Worcester writers. No wonder 
it possesses such a wide appeal and so thorough a readership. 
Feature Parade has developed a fan mail of major proportions. 
Quotations therefrom frequently find their way into news and 
magazine digests. Couple this week-in, week-out local appeal, 
85,000 strong, with full color availability to advertisers. The answer 
is one of the most unique buys offered in any major market. 


~® 


OWNERS of RADIO STATION WTAG 


| foresee 


; this industry expect sales gains| 


of only 23 to 27% in cotton fabrics 


7 C 


|}and a decline of 1.7% in cotton- 


seed oil, etc. 

Cotton, however, compares 
favorably with an estimated gain 
of 22.3% in woolen and worsted 


| products, and would be far better 


off than the silk divisions, which | 
declines from 5.2 to 


|33.3%. Rayon and allied prod-| 


ucts, on the other hand, would 
rise 132.9%. 

The increased 1947 demand for 
men’s and boys’ ~ igen collars and 
underwear, 45.1%, would be six 
times that roti women’s and 
misses’ dresses, 7.5%. 


Lumber Picture Good 


The only sharp gain—79.7%— | 
in lumber and timber basic prod- | 
ucts would be made by the ply-| 
wood mills. Plywood, however, 
would still represent only about 
.05% of the industry. 

Strangely enough, the increase 
indicated for furniture and fin-| 
ished lumber products is twice| 
that for basic timber. Revival of| 
building would provide gains of 
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85.9% in partitions, shelving,;several industries in the 
cabinet work and office and store|icals and allied products 
fixtures, of 75% for window and/| Plastics, the use of whic 
door screens and weather strip, | been stimulated by the war, 
and of slightly more than 54%|be up 161.6% in the first | 
each for upholstered household | time year from 1939. Ray 
furniture, office furniture, and! indicated, would be ahead 1] 
mattresses and bedsprings. The | compressed and liquefied 
morticians are pessimistic. There/ 117.4% Synthetic rubbe 
would be a rise of only 4.5% in| part of a group not classifie; 
their use of lumber for caskets,| where, would gain 76.4% 
coffins and burial cases. vived building and remo 
“ would put paints ahead 

Sharp Gains for Books 47%, and farmers’ demands 

The value of the production of | boost fertilizer output near]: 
books in 1947 would be 34.8% 
more than in 1939, as compared 
with 27.3% more for periodicals, 
and 16.6% for newspapers. The|only 23.5%, but other imp: 
largest increases in the printing,| advertising classifications i: 
publishing and allied industries | ‘‘chemical” group are expect 


Cosmetics in Good Spoi 


would be made by lithographing|move forward twice as rapj 


and _ photo-lithographing, 77.1,| Drugs and medicines wou! 


|and bookbinding and related in-| up 43.1%, and perfumes an 
|dustries, 46.7% 


Photo-engraving, | metics, 48. 3%. Insecticides 


| 
not done in printing establish- | rise 46.6%. 
ments, would gain only 14.9%, and| Despite the current gas 


electrotyping and_ stereotyping,| and fuel shortages, there 


Soap and glycerin would 


1945 
em- eal 
Uy lg= 
ul or 
ic€ \ 
ge sa 
S€s tall 
IS€- duc 
Re. ut 
lin A 
DOUut 
ul 
S%¢ 
R 
ise 81.2 
ant will 
he lam 
d ti W 
dly 136 
be and 
( leat 
ul equ 
ee! 


1: 1 
ilne all 


would MM equ 


not done in printing establish-| be a rise of only 35.1% in petrol- I pai 


ments, 16.9%. /eum refining. Rubber tire 
Rapid expansion is foreseen for| tubes would gain 46.3%. 
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ie em. leather, the increased output of) Pianos lead the miscellaneous; Tire & Rubber Company, Akron, postwar era into three periods: 
ts grow uggage, 45.1%, would be more| industries, with an estimated gain|as chairman, and Albert Haring,| The transition or reconversion Colombia Bars Agencies 
hich, hac f™than twice as much as the 20.7|of 74.6%—followed by photo-|Indiana University, Bloomington,|from war to peacetime goods! i ag ao — a he 
ar, would for shoes, | graphic apparatus, 51.9%; games,|Ind., vice-chairman. The late} period; the catching-up-with-ac- + sheer, ‘apameies te a 
St peace. Volume of flatglass, for build-| toys, dolls and children’s vehicles, | Ferdinand C. Wheeler and the late| ceymulated demand period, and|jombians yee a majority of the 
wt % +f . - * ae - : : Jl< oO c é 

Ray od ng, estimated to be up 44.1%, | 48.8%, and opthalmic goods, 46.4%. | Chester E. Haring in turn served|the period in which “we attempt| capital stock may continue to op- 
d 152.9¢ s against 35.6% for both glass con- Maybe zippers are coming back.|as directors of marketing re-|to shift successfully to a self-|jerate in the country. The action 
od Ses tginers and Gcaleeere, and 25.1|At any rate, the expected in- search for it. The latter died | sustaining basis.” In the third|is similar to other ownership re- 
bbe a for mirrors, etc. Aluminum pro-| creased output of buttons is only|just as the study was completed.| period, “jobs will depend upon|S‘trictions previously passed in 
ified else. ction would gain 208.8%, and| 7.7%. Walter D. Fuller, Curtis Publish-| eyrrent demand and current in- other _ Rag eles on ge 
1% Re ytput of silverware and plated- oO P : ing Company, Philadelphia, is| The full effects of the in-|™2®2y_of which have merely ha 

' - nly a ‘Straw in Wind’ a bag = ’ come. © 1ul enmects 0 bs > effec g rather the 
M0 cling || ware. 102.4%. Clocks, watches and J . chairman of CED’s field develop-|crease in productivity will be py Tar pled ieee of us. ‘ae 
ad out ME materials would be up 60.5%. The marketing committee de-| ment division. felt. | cies in * ota countries. _ ; 
nds wou! on 1 scribes the study as a “straw in ‘ eckgemiemeamindal PET NE IER 
marly 52° Agpataness Up Ghacely the wind’—which, however, Suggests Three Periods 


Radios, radio tubes and phono-| “should bring both courage and In a foreward, Mr. Fuller points | Form Chanard Agency Finn Joins Agency 


graphs are expected to gain|/hope to the business men of! out that the study is path 0 eae Chanard Advertising has been| James J. Finn, recently dis- 
ould rise MH} g1.2%, while electrical appliances | America.” The year 1947 cannot|to and amplification of S. Morris — P stan ag bd —— pened gaped Boge A a bree two 
imp tant will be up 67.7%, and electric be the good year envisioned in Livingston's “Markets After the agg mphie Press-Scimitar, and | ae sole Shappe - W ilkes, "hae 
sin the Mf lamps 45.3%. this study unless America’s busi-| War,” published by the United|\arjorie McClenahan, formerly |New York agency, as vice-presi- 
pected { With an estimated increase of|ness men do their part. If they| States Department of Commerce | w ith Chicago & Southern Air | dent. He will supervise mer- 
3 rapidly 136.7%, the smaller boat building | do their part to the full, it camn!in March, 1943. Mr. Livingston! Lines in New Orleans. | chandising and public relations P 
would bef and repairing industry would|be even better than this study| also helped on this work. Dav " —_—___—— i ys ae banat te “.“~ 
and cos-{™ lead all forms of transportation | would indicate.” C. Prince of General Electric e formerly headed the inn 
les ul equipment. Increases of 129.9% are The study required 18 months} Company, Schenectady, vice- Two Name Mace | Company. 

seen for locomotives, 114.3% for|of work, with the last answers to| chairman of the field development| Mace Advertising Agency, Pe- | mon aiae 
gasoline fM railroad and street cars and car | questionnaires received a month| division, brought the group of yey Bo deg A ag te eee | WLEE to Go on Kir 
‘re would gM equipment, 97.6% for aircraft and | before V-E Day. _ | marketing executives and busi- | Company, ‘Chamein, aL and | A new Richmond, Va., station, 
in petrol. [MM parts, including engines, and only| The marketing committee is|ness economists together into the | g & S Mfg. Company, Ottawa,|WLEE, will go on the air in Sep- 
tires an 93.3% for shipbuilding and repair-| composed of 52 men and women,| marketing committee. | IlL., farm equipment manufac-|tember as an affiliate of Mutual 
3% I ng with T. G. MacGowan, Firestone The committee divided the! turer. |network. It will operate over 


1450 ke., from the Grace Arcade 
building. Thomas Tinsley, owner 
and operator of Station WITH, 
Baltimore, will own and operate 


| WLEE. 

| shivltpmmnind 

Ad, Sales Club Elects 

| Llew T. Evans, H. J. Heinz 
hi |Company of Canada, has been 

|elected president of the Kit- 


* |chener-Waterloo Sales and Ad- 
| vertising Club, Kitchener, Ont. 
Others elected are Vernon Schier- 
jholz and Sidney Wright, vice- 
| presidents; Wray Auger, Alfred 

|Yirka, Gordon Honsberger, Ken- 

neth Archer, Arthur Boegel, L. 

| A. Buckley, Bert Lancaster, Wal- 

|ter Baulk, Burt Priddle, Keith 

|Staebler, A. A. Morison and W. 


J. McGibbon, directors. 


| 
| optician’s daughter— 


| 


| two glasses 


“She was an 


and she made 
a spectacle 


of herself!” 


| ' 
Exclusive 


National 

You'll soon be laying down your money and demanding your favorite | Representatives: 
Lic 2s 8, grr rer er ers ——_ 
° e e BR oar ..Cincinna 
smoke, not just any wartime thing that burns. Consumers of every com- \KDAL . T..Duluth 
i) TT Tee eT ere reer ary Fargo 
WISH Teer re Indianapolis 
Ww JEF-WKZO....Grand Rapids-Kalamazoo 
modity will call the tune. Old-time favorite brands must re-establish aE Cosh o perescce reine Kaos Sr 
WTCN f6as Minne: ‘apolis St. Paul 
| WMBD : ; .Peoria 
. ° ° Bow 4. .St. Louis 
themselves with past users, seek a rightful share of the uncultivated 'WEBL ... Syracuse 

IOWA 
. : , : p ‘. | WHO ... Des Moines 
market come of age during wartime. War babies will fight to maintain Wwoc ... .. Davenport 
KMA . Shenandoah 

SOUTHEAST 
the foothold they have gained. The consumer will be the judge. Old | WCBM | _ Baltimore 
WIS Columbia 
WPTF pes os 
. . ° WDBJ Roanoke 
or new, large spender or small, every advertiser has a man-size job 
SOUTHWEST 

KOB pe 
. > . KEEW rownsville 
ahead of him. Under the blessings of America’s free economy, oppor- KRIS Corpus Christi 


KX YZ Houston 
KOMA Oklahoma City 
! KTUI Tulsa 


tunity is limited only by the imagination of those who make and sell. PACIFIC COAST 


THE Ch: 4 ge Vier AND FIBRE COMPANY... HAMILTON, OHIO 
Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, FREE & PETERS, Inc. 


bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day Pioneer Radio Station Representatives 


MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS Si May 
4 " " : ‘ r CAGO 1) ON Michigan Franklin 6873 
- District Sales Offices NEW YORK + CHICAGO + PHILADELPHIA «- CLEVELAND - BOSTON + ST. LOUIS + CINCINNATI «+ ATLANTA ni “aes 444 Madison Ave Plaza 5-4130 
ATLANTA Pa Bidg Ma 5667 
SAN FRANCIS Sutter Sutter 4353 
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ICHECK 


As very definite 
proof of the fact that 
Norristown MUST be 
SOLD from the INSIDE: 


If all three Philadel- 
phia papers were used 
less than 25% of Norris- 
town and its ABC city 
zone could be reached. 


NORRISTOWN. 2 


53,429 ABC City Zone 
15,253 ABC Circulation 


Gimes PHernld 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 


Paper Box Makers 
Set Up New Unit, 
Widen Promotion 


Philadelphia, Aug. 14.—The Na- 
tional Paper Box Maniu‘acturers 
Association, through a newly 
formed, separately financed pub- 
lic relations committee, has com- 
pleted plans for a new promo- 
tional campaign calling for 
two-color advertisements in 
packaging, sales and advertising 
publications, vertical field edi- 
torials in trade papers and local 
manufacturers’ sales and morale 
helps. The latter will consist 
principally of reprints of promo- 
tion material published in various 
magazines, sales aids, etc. 

Dependent on members’ con- 
tributions, future plans call for 
an industry motion picture, radio 
programs and establishment of a 
trade association magazine. 


The public relations committee 
is headed by R. L. Harden, Mason 
Box Company, Attleboro Falls, 
Mass., who headed the associa- 
tion’s former advertising commit- 
tee, functions of which the new 
committee has absorbed. The 
change in committees was made 
to permit makers of set-up and 
other types of paper boxes to 
prepare bulletins, editorial re- 
leases and other promotional ma- 
terial as well as cooperate in ad- 
vertising drives. 

Howard Wesson Company, Wor- 
cester, Mass., agency, handles the 
account. 


American Type Elects 
Edward G. Williams, previously 
executive vice-president of the 
American Type Founders Sales 
Corporation, Elizabeth, N. J., has 
been elected president, succeed- 
ing Thomas R. Jones, elected 
chairman of the board. Mr. Jones 
will continue as_ president of 
American Type Founders, Inc. 


Brand Names Foundation 


to Present Awards 

Officers of the Brand Names 
Research Foundation, New York, 
will present awards to brands 
and trademarks which have 
served the public continuously 
for 50 years or more at cere- 
monies to take place in major 
metropolitan centers throughout 
the country, George L. Russell Jr., 
chairman, has announced. First 
ceremonies are expected to be 
held late in September in the 
Midwest. 

The foundation has sent letters 
to 4,000 brand manufacturers in- 
viting their participation, and 
urges all other brand manufac- 
turers or their advertising agen- 
cies to apply for consideration. 
Membership in the foundation is 
not required. Special citations 
will also be awarded to brands 
that have been in existence for 75 
years or more. The plan is an 
attempt by the foundation to 
recognize “the economic benefits 
of nationally advertised brand 
names.” 
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M. O. Catalogs 
Out a Month Laie 


945 


Chicago, Aug. 14—Delavye, 
nearly a month because o! it}, 
recent strike of printing trade 


unions against the Lakeside Pres, 
of R. R. Donnelley & Sons, fajj. 
winter catalogs of Sears, Roebuck 
& Co., Montgomery Ward & (¢ 
and Aldens Chicago Mail Orde, 
Company are now being distrib. 
uted to customers of the 
mail order firms. 

All three catalogs are smalle 
than last year’s fall-winter | 
the result in part of shortag 
goods, particularly of textiles 
in part because of the 
against Dennelley in June ap 
July. Sears’ catalog contains 775 
pages, as against 1,060 in °44 
Ward catalog has 732 pages, 

200 less than last year, and A). 


Tee 


dens’ catalog is down 42 pages t 
510 pages. 

Aldens revealed that its book 
is being released to a custome 
list 10% larger than last yea) 


and that a 128-page catalog dj- 
gest of the big book’s “best seller 
will be mailed to a selected list 
of customers and new prospect: 
It will follow up with a Christ- 
mas catalog to be mailed in Oc- 
tober. 

Both Sears and Ward Catalog 
feature high priced watches and 
jewelry, with Sears listing a 31- 
|carat, emerald-cut diamond, 
in palladium mounting, for $4,90 
Sears includes several institution 
pages, a practice followed sin 
Pearl Harbor, and emphasiz 
easing of government restrictior 
on instalment buying. 


ALDENS BUYS STORE 
Chicago, Aug. 14.—Aldens Chi- 
cago Mail Order Company ha 
|} announced its purchase of 
| Gebhart-Gushard department 
store, Decatur, IIll., of which 
| will take possession Sept. 1. T! 
store, which will continue to 
erate under its present name, 
the third department store Alde: 
has purchased in Illinois (AA 
July 16). 


'Mosser Named Editor 

Harvey & Howe, Inc., Chicag 
publisher of What’s New in Hon 
Economics, has appointed Russ¢ 
A. Mosser editor of a new edi- 
torial section on  audio-vi 
education. Mr. Mosser previous! 
was director of visual educati 
of the Boeing Aircraft Corpora- 
tion, Wichita, Kan. 


Vx: horse saves | MAN-MONTH! 


A time and motion study on Joe Motz’s farm in W. Farmington, Ohio, 


showed the family lugged 11 tons of household H,O over 49 miles per year. 
.. . While dairy cows took 605 tons of whistle-wetter — requiring 350 


pumping and carrying hours in winter when the stock was barn-watered. 


...50 Motz put in a deep-well pump, with 14 h.p. motor—now saves 
35 full man days. 


.. F. Norris, near Jonesville, Mich., with $500 of materials made a - 


| 
| eis | ‘x 
water works of his old windmill well, now gets 2,500 gals. daily—has hot |» 
; | 99 
and cold water in the kitchen, bath, laundry; septic tank; scalding water i\sSa n y 
for milking machines and dairy utensils; bubblers for a hundred bossies, 


faucets for hogs and hens. 


~) Choice? 


If your budget 
permits only one 


... The first year, the system more than paid for itself in lessened labor 


and incidentally saved the old manse from a fate worse than death, put 


...-With Ply tl . . , 
Profit Padlock repieds ~ ng out a roof blaze before the local fire laddies arrived. 


Rocks worth more than Tiffany newspaper 
rocks...and eggs at so much per . Post-war, the water works for the farm will be Big Business, farm in Buffalo, 
carat. ..a big boom has developed watering system is a first and a must on most farm lists . . . represents a look! 


in hen-house padlocks! . — : , 
market of hundreds of millions of dollars...and a great sales opportunity 


. See “Frank Norris Makes Money 


out of Water” in the business paper of the best farm market . . . SucCEssFUI 


A number of Buffalo's 
important stores placed 


100% 


of their 1944 advertising 
space in the Courier-Expr: 


Milking Parlor... On the best for alert aqua-conscious advertisers . . 
farms, bossy now has a parlor for 
milking and feeding, a separate 


shelter for sleeping and loafing. FARMING for August. 


And... .““Partnership with Dad”’. . .““When Your Land needs Potash’”’ 


**Mastering Mastitis”’ They know 


the Courier-Express 
Delivers the Goods! 


. ““Successful Homemaking”’. . . “Soup for 


Company”... “‘Menu for a Barbecue Picnic” . makes the August issue 
a revelation of the rich post-war farm market among the more than a 
best yields in the 
FARMING, Des Moines, 


New York, Chicago, Atlanta, San Francisco, Los Angeles. 


million SF subscribers ... with bigger farm income, 


nation! See the SF man for more facts! SuccEssFUI 


(qurrey 


MORNING & SUNDAY NEWSPA’'® 
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HE LIKES PEOPLE 


—reads the magazines 
about people. 


HE LIKES BOOKS 


—reads books, book 
reviews, the literary 
magazines. 


s 
ed 
sing 
xpré 
HE LIKES MACHINES 

has a knack for mechanics and 
$s mathematics. His is a_ scientific 
sl! quotient .. . an “Sc.Q.” form of 


an “1.Q."° He reads POPULAR 
SCIENCE Monthly. 


ig oni’ 
(spar 


NEW YORK + CHICAGO -« 


i nS 


CLEVELAND - 


Eddie Rickenbacker proves he’s a “‘know-how man” in this scene from the new 20th 
Century-Fox picture ‘Captain Eddie’’ featuring Fred MacMurray and Lynn Bari. 


“Pin your hopes and dreams on the machine 
... ft will never let you down!” 


—WILLIAM RICKENBACKER to his son EDDIE 
in the new motion picture “CAPTAIN EDDIE” 


EDDIE RICKENBACKER, hero of two wars and able 
President and General Manager of Eastern Air 
Lines, Inc., typifies the mechanically-inquisitive man 
- +. the man who would rather tinker a machine 
than read a short story. More and more, know- 
how men of the Rickenbacker type are being 
chosen to direct American industry . . . evidence 
that as a people, too, we have faith in the machine. 


More than 680,000 men who share Captain Rickenbacker’s faith in the machine 
read POPULAR SCIENCE Monthly... for business, for pleasure! 


When you see the new picture “Captain Eddie,” 
you'll gain a fuller appreciation for the men whose 
first love is the machine. Men like Ford, Sloan, 
Kaiser, Higgins, and the Wilsons of G-E and G.M. 


We of POPULAR SCIENCE Monthly know this type 
of mind well. For over 70 years, this magazine has 
served a growing audience of men who have 
dreamed the machines—then built the machines— 
that have made America the greatest industrial 
nation in the world. To quote Joseph Stalin: 
“Without American production, the United Na- 
tions could never have won the war.”’ Today, this 
audience numbers over 680,000. An active, re- 
sponsive audience built by one of the most versa- 
tile, vitally-alive editorial jobs in all magazine 


publishing history. 


Who are these men who read POPULAR SCIENCE 
Monthly? Some are presidents of industrial com- 
panies. Some are mechanics, builders, engineers, 
electric welders. Some are “big names,” the men 
you think of as directing America’s stupendous war 
production. Others are “comers” —on the way up. 


Spearhead for Postwar Markets 


THE NEWS*PICTURE MAGAZINE OF 


DETROIT => 


SCIENCE 


ATLANTA 


All have this one common interest—a desire to learn 
HOW things are made, what makes them work. 


This interest makes the readers of POPULAR 
SCIENCE Monthly unusually valuable to the adver- 
tiser. These men are the pacemakers, first to read 
about and first to own new things. Surveys prove 
that POPULAR SCIENCE families rank higher than 
average in ownership of all kinds of mechanical 
products—automotive, household, industrial. 
Talk to this audience about your new products! 
With their enthusiasm for the new, they will act 
as a spearhead of influence with friends and 
neighbors to win customers for you. And remem- 
ber, you can reach them as a group only through 
the magazine edited solely for them . . . POPULAR 
SCIENCE Monthly. 


AND INDUSTRY 
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36 
Appoints Van Sant 
L. s 


S. Van Sant, for the past 
six years advertising manager of 
the News Press, Santa Barbara, 
Cal., has joined the sales staff of 
the Pacific Coast division of the 
Bureau of Advertising, ANPA, 
San Francisco. 


© 


CAB Day Ratings Up 
107°/, in Smaller Cities 


Ratings of the daytime network 
programs averaged 107% higher 
in smaller U. S. cities last win- 
ter, the Cooperative Analysis of 
Broadcasting reports in the third 
of its News-Letter series. In 
cities of 50,000-100,000 population, 
daytime shows 
ratings more than double 
'in cities of 1,000,000 and more 
| population. The national aver- 
| age rating for all daytime pro- 
| grams was 3.9, while average 
jratings for the city-size groups 
were: More than _ 1,000,000—2.9: 
500,000-1,000,000 3.5; 100,000- 
| 500,000—4.9; 50,000-100,000—6.0. 


«.| Differences in the city-size rat- 


lings of individual 
grams varied as much as 300%, 
|with all four city-size groups 
|leaning toward “soap operas” as 


daytime pro- 


tH | favorite choices. 


averaged CAB)! : 
| Mexico. 
those | ties 


J-M Advances Allen 


Howard W. Allen, for seven 
years manager of the public re- 
lations section, a part of the in- 
dustrial relations department of 
Johns-Manville Corporation, New 
York, has been appointed director 
of public relations for the corpo- 
ration and subsidiary companies 
in the United States, Canada and 
Public relations activi- 
have recently been estab- 
lished as a 
attached to the president’s staff, 
and John P. Syme, head of the 
industrial relations, has been 
elected an officer of the corpora- 
tion and appointed assistant to 
the president. 


Spalding Signs Tennis 

A. G. Spalding & Bros., Chico- 
pee, Mass., maker of 
goods, will sponsor the National 
Tennis Tournament at Forest 
Hills, N. Y., Sept. 2 and 3 on a 


separate department | 


sporting | 


Chains Expected 
fo Hold Gains 
in Years Ahead 


| New York, Aug. 16.—“Chain 
| stores have emerged from a period 
|of hostility and criticism and now 
|}are generally accepted by the 
| public and by responsible legis- 
llators in their true light as a 
| public service,” says Merrill 
| Lynch, Pierce, Fenner & Beane, 
| jnvestment firm, in a study, “Chain 
| Stores—1945,” analyzing actual 
sales and profits and postwar pros- 
| pects. 

| The booklet presents data and 
|opinions on more than 30 chains 
in the apparel, drug, food, furni- 


Advertising Age, August 20, 


vision of chain store managemey; 
in recent years—in its abili'y ; 
adapt itself to changing cngj. 
tions and in adherence to th 
basic chain policy—consistent q 

tribution of necessary goods , 
the public at definite savings. Th, 
record shows that in normal tim, 
the industry steps ahead of man, 
others—in depressed periods lose. 
less ground and in time of pros. 
perity makes consistent gains.” 


Discusses Outlook 


Seven favorable and sever 


un- 
favorable factors affecting the 
chains postwar are cited. The 


favorable include the ability of 


the industry to combat discrim. 
inatory taxation by educating the 
public on its services; the faet 


that the chains prewar did 22% of 
total retail sales and had a good 
record of earnings and dividend 
payments; plans for modernizing 


“c 


Ss Appoints Martin 

George Homer Martin, Newark 
agency, has been appointed to 
handle the account of Export In-| 
dustries, New York, specialist in 
packing for export trade. | 


A. 


existing units, opening “a mod- 
erate number of new stores,” and 
expanding merchandise lines 
possible downward tax revisions 
and the fact that substantial in- 
ventory reductions in 1944 have 
left them able “to take advantage 
of expected improvement in mer- 
chandise supplies and quality.” 
Among the unfavorable factors 
listed are the probability of “only 
moderate expansion . through 
opening additional units’’; cur- 
rent anti-trust suits against sev- 
eral large food chains; the fact 
|that during the war special con- 
| ditions have caused several chair 
groups to lose ground; reduce 
| profit margins from increased pro- 
& |duction of lower-priced lines, an 
the possibility of some rise in rent 
costs. 
| The most potent among the un- 
| favorable factors probably is the 
|fact that “consumer cooperatives 
| expansion of merchandise lines 
by producer-dominated retail out- 
lets such as tire stores and aut 
| service stations, and development 
lof group buying organizations” 
|would “stiffen competition fo! 
lestablished chain store organiza- 
| tions.” 


Six Join AFA 

| The Advertising Federation of 
America has elected the follow- 
ing to membership: Chrysler Cor- 
poration, Detroit; Hearst Maga- 
zines, Inc., New York; Statio! 
| WJJD, Chicago; Benjamin Eshle- 
|man Company, Philadelphia; Ger- 
ber Products Company, Fremont 
Mich., and Banner Publishing 
Company, Greenville, Tex. 


special hookup of 40 stations. An-| ture, mail order, shoe, variety and 
nouncement of the play-by-play | other fields 

broadcasts was made by the com- | Th te. Te — f 
pany’s radio agency, Stanley G.| — Soe rey rage “ 
Boynton Agency, Detroit, through| Chains, the report shows, “has 
Ferry-Hanly, Inc., New York. been due, in large part, to the 


e. 


but Boss, WFDF Flint 


says our morale is important.” 


Fal 
} 


farmers ...and BOES 


N August 9, WKY’s Farm Service de- 


partment celebrated its first birth- 
day 

At one year of age, it has reached 

healthy adulthood. WKY’s Farm Serv- 

department, in fact, was never an infant, 

toddled. It 


walking at 


ice 


never was born an adult; began 


once, then running and has been 
going places fast. 

WKY’s Farm Service department knew where 
it wanted to go, where it had to go to be of 
greatest service to Oklahoma agriculture. Un- 


der the direction of Edd Lemons, WKY’s Farm 


Reporter, and Otis Parker, Associate Reporter, 


it has become not only a central information 
exchange and coordinator of all state agricul- 


tural interests, but has taken the lead in farm 


FLYING FARMERS . 


betterment by embarking on and sponsoring 
several important farm betterment projects. 
WKY’s cattle grub control project has re- 
ceived citations from both Variety and The 
Billboard. 


improvement and soil conservation, are under 


Two other long-term projects, hog 


way. 
In touching every phase of farming, WKY’s 
Farm Reporter has broadcast from 101 spots 


outside Oklahoma City and from 48 of the 
state’s counties; from fairs, farm youth gath- 
erings, demonstrations and clinics. He _ has 


broadcast the intriguing story of Oklahoma’s 
“Flying Farmers”, of “Hereford Heaven” and 
scores of others. 


Just a WKY’'s to 
agriculture can be extracted from the July 11th 


glimpse of contribution 


SOIL CONSERVATION 


letter of the state supervisor of the Emergency 


Farm Labor Program: “A real service was 


rendered the farm people of this state ... your 
cooperation in disseminating harvest informa- 
tion made it possible to harvest Oklahoma’s 
wheat crop this year in near record time.” 
This is the kind of service WKY started out 
to give Oklahoma farmers, and the kind of 
service it will continue to give in increasing 


measure. 


WKY ¢ OKLAHOMA CITY 


OWNED, OPERATED BY OKLAHOMA PUBLISHING CO. 
The Oklahoman and _ Times The 
KVOR, Colorado Springs - KLZ, Denver (Affiliated Mgmt.) 
REPRESENTED NATIONALLY BY THE KATZ AGENCY. 


Farmer-Stockman 


FARM YOUTH 
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EVEN AN ADVERTISIN 
MAN WANTS A HOME Of 
His OWN . - 


Regardless of whether YOUR 
“dream home” is a cozy cottage oF 
a mansion, “How to Plan the I! ome 
You Want” will bring you up-to-the 
minute. 


Its 32 pages, profusely illustrated. 


are packed full of home plaroingf 

and new equipment ideas. 

Our own staff of practical au! or! 

ties whose lives have been dedi: sted 

to building progress have pu! c 
the 


eight easy-to-read chapter 
trends and possibilities of a uch 


discussed industry. Covering °\¢") 
subject from financing to lat 
heating, it therefore can be used * 
a textbook on building inc»! 
nomenclature. 


Send for your copy today. 


PRACTICAL BUILDER 
59 E. Van Buren Street, Chi 
at 25e I can't lose—Send me “Il 


Plan The Home You Want.” 4) 
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8 39 of the Companion’s readers already favor uni- 
vi versal military training, according to a recent 

cross-sectional poll. Thousands of them will be stirred by 

this powerful plea from the Under Secretary of War. 


And they'll gain better understanding of the problems 
our occupation armies face by reading “I Governed 
Berchtesgaden” by Patricia Lochridge, far-ranging 
Companion war correspondent, who was Allied Military 

xovernor of Hitler’s home town for a day. 


The American woman’s wartime experiences have 


iven her greater interest than ever before in problems 
ike these. Her horizons are expanding, her field of action 


rT | 
unless... 


‘, .. we enact a peacetime draft law now,” says Under Secretary Patterson. 
His article on compulsory military service, “Now or Never,” in the August 
number is another of the Companion’s program of challenging features. 


Photo by International News Service 


Robert P, Patterson, Under Secretary of War y 


is broadening, her influence is growing. In short... 


She’s more of a woman than ever! | 
But meanwhile she’s lost none of her traditional con- 
cern for her home and her family. And it’s because the 
Companion lives up to its name — gives her guidance in 
old fields as well as the new — that she depends on it 
so much. 

Remember that. For, when peace comes, estimated na- 
tional retail expenditure will be nearly twice the largest 
of pre-war days... with 80% of the total spent by the 
woman. She'll be more of a woman — and more of a 
market — than ever! 


COMPANY, 
rf Vi f It AN 


PUBLISHING 
COLLIER’S, THE 


THE CROWELL-COLLIER 


WOMAN'S HOME COMPANION, MAGAZI"* 
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Joins ‘Washington Post’ 


Following his discharge from 
the U. S. Marine Corps, Thomas 
J. Fox has joined the national 
advertising department of the 
Washington Post as alcoholic bev- 
erage representative. 


Appoints Hartman 

George H. Hartman Company, 
Chicago agency, has been ap- 
pointed to handle the account of 
G-M Laboratories, Inc., Chicago, 
which plans to introduce new 
lines of consumer products. 


Gaines to Chris-Cratft 


Philip D. Gaines, recently serv- 
ing overseas with the British Air 
Ministry in an advisory position, 
has been appointed general man- 
ager of motor boat sales of Chris- 
Craft Corporation, Algonac, Mich. 


Toal to G-E Sales Post 


E. P. Toal, with General Elec- 
tric Company, Bridgeport, since 
1937, has been appointed sales 
manager of standard radio receiv- 
ers in the receiver division of the 
electronics department. 


Four Appoint Chernow 


The Chadwyck Clothes Com- 
pany, Klein Coat Company, Yale 
Fabrics and Vanity Blouse Com- 
pany, all of New York, have 
placed their advertising with the 
Chernow Company, New York. 


Muhleman Joins JWT 


M. L. Muhleman, formerly edi- 
tor and publisher of Radio, engi- 
neering magazine, has joined the 
editorial staff of the trade and 
technical 
Thompson Company, New York. 


What the Kapid i Means tc 


National Newspaper Advertisers 


1 FASTER DISTRIBUTION 
OF ELECTROS AND MATS 


Two things in particular enable Rapid 
to assure fast, dependable distribution 
of national newspaper electros and 


mats: 


1) The tremendous capacity of 
Rapid’s huge main plant in Cincinnati. 


Here, under one roof, 


square feet of space devoted to news- 
paper ad plate and mat production 
and distribution. Here are specialized 


equipment and personnel to get things 
done quickly and accurately. For in- 
stance, this one Rapid plant can turn 
out in a single day a million square 
inches of electrotypes . .. enough to 
fill a 3000-page newspaper from front 
to back. Such capacity means speedy 
production of electrotypes 


2) The central location of the main 
plant at Cincinnati. Not far from the 
country’s center of population, the 
Cincinnati plant is within 24 hours’ 
delivery time by train or plane of any 
newspaper in the United States. 


Rapid’s capacity means speedy pro- 
duction .. . plates are often shipped 
the same day the order is received. 
Rapid’s location means speedy dis- 
tribution. 


are 80,000 


results of 


page 


research, specific 
recommenda- 
tions for original 
art and photog- 
raphy, typogra- 
phy, photo-en- 
gravings are set 
forth in this 40- 
manual. 
you do not have a 
copy, write today 
. for one. 


2 BETTER REPRODUCTION. 
IN NEWSPAPERS 
For many years Rapid has pioneered 


in the field of better reproduction in 
newspapers. The 


long 


If 


WRITE FOR 
FREE BOOK 


NEW YORK PLANT: 
Atlantic Electro. & Stereo. Co. 


SAN FRANCISCO PLANT: 


Vanderbilt 6-3286; Teletype: NY 1-1323 


Rapid Electrotype Co.; Douglas 8427 


api EnecrRoryPe Co 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Cl 496 


DETROIT PLANT: 

Northern Electrotype Co. 

Madison 6780; Teletype: DE 91 
CHICAGO OFFICE: 

Rapid Electrotype Co.; Superior 2782 


PHILADELPHIA PLANT: 
Rapid Electrotype Co.,; 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype Co.; Walnut 8113 


division of J. Walter 


Advertising Age, August 


A Cheer for the Work 
cf WPB and OPA Staffs 

Washington, Aug. 16. — When 
the congratulations are distrib- 
uted for the job that industry 
and the armed forces did in the 
late and unlamented two - front 
war, let us hope that somewhere 
a kind word is spoken for the 
hundreds of patriotic business 
men, and the thousands of other 
sincere people, who have manned 
the civilian war agencies during 
the emergency. 

Criticised and opposed on all 
sides, the men of WPB and OPA 
accomplished a truly magnificent 
mobilization and control over the 
national economy, with a mini- 
mum of damage to the many 
thousands of businesses subject to 
their restrictions. 

Like the industrialist and the 
military, they had to blaze trails, 
too, and develop the fine demo- 
cratic organization of industry di- 
visions and industry advisory 
committees which enabled gov- 
ernment to use the experience 
and consent of the governed in 
writing its regulations. 

When the final reckoning is 
made, the role of WPB and OPA 
in the war will be a bright one; 
the work of OWI in tying adver- 


By STANLEY E. COHEN, Washington Editor 


tising and publicity media t, 
government programs is a s eable 
achievement. But best of all, it 
was ali done with a maximum ¢ 
intelligent effort, and with the goog 
will to be expected of Citizens gs 
a democracy performing a duty jp 
the public interest. 


* * ce 
V-J Jottings: No one will mis 
food rationing, but marketing 


men, in the interest of pure g¢j. 
ence, of course, might shed a tea; 
for the population statistics they 
were to get early next year fron 
now-defunct Ration Book 5 regis. 
trations. .. Dick Matthewson, OW, 
program director for fuel cop. 
servation, called to say he wou 
be the first to resign and leays 
town. . . Commerce Department's 
Domestic Commerce = magazine 
found its reconversion story ob. 
solete as the result of revised cut. 
back plans. . . Coast Guard wa; 
the first to stop recruiting, su. 
pending operations on VJ-miny 
one. 
cy * * 


Scramble: Consciously or other. 
wise the old line government 
agencies are eyeing some of the 
attractive functions of war agen 


cies slated for the scrap heap, form” 


the old line agencies feel that 


“YOU RATE WITH ME Like 


WDAY WITH 


WIMMER’S!’ 


Jewelers aren’t in the habit of buying brass for gold! 


So when we tell you that the Wimmer Jewelry Co.. 
Fargo, has broadcast to the Red River Valley over 


WDAY seven times a week, every week for nineteen 


years, you might conclude that we add up quite satis- 


factory with that organization. You wouldn’t be wrong 


—about Wimmer’s, or about the seventeen other year- 


*round local advertisers who have been on WDAY 


steadily, from 10 to 23 years! 


When local advertisers who know all the facts approv 


so markedly of a station, what better recommendatio 


could you ask? 


FARGO, N. D. 


970 KILOCYCLES ... 5000 WATTS 
FREE &@ PETERS, INC., NATIONAL REPRESENTA? ives 
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gold! 
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over 
veteen 
satis- 
wront 
year- 
DAY 


prov 
datio 


TATIVES 


one of his innovations, the mar- 


wg AGE, AUDUS U; 


me of these functions could be 
sal ged for postwar use. Much 
f the carry over would consist of 
shines useful in promoting “full 
employment”—overseas publicity 
work of OWI; industry advisory 
ommittees and statistical work 
of ( PA and WPB. 

Commerce, aware that it must 
stake out a big role in assisting 
the transition, or be resigned to 
feeding” data to a new set of 
temporary” agencies handling 
the really significant government- 
industry relationships, is on the 
aler Already its Census Bureau 
is grabbing up the statistical re- 
ports, only this week assuming 
the reports on wool and fibers 
\bandoned with the lifting of 
WPB order M-73. 


of * * 


Pants - Down Department: Mr. 
Wallace is nervous about at least 


riage of Commerce and the or-| 
ganization charged with selling | 
surplus consumer goods. Despite 
strong efforts by William Bradley 
and Scott Smith Jr., of Critchfield 
& Co., Chicago, the outfit finds 
itself with key spots unmanned 

huge declarations impend. 
Upset: 31 national and regional 
land and water organizations, 
lobbying against government 
power projects, prepared a blis- 
tering attack on TVA for “trans- 
forming a successful agricultural 
community (in Tennessee) into 
n industrial center of doubtful 
permanence.” The statement was 
released just as TVA was taking 
bows for being on hand when 
electricity was needed for pro- 
jucing the atomic bomb. 

a bo * 


Assignment: The _  President’s 
committee studying patent law 
reorganization has been instruct- 
ed to determine whether com- 
pulsory licensing of patents might 
be useful under special condi- 
tions ns—perhaps for certain types 
f inventions, or as a punishment 
for patent holders who use their 
patents as an instrument in vio- 
lating the anti-trust laws. Advice: 
To protect veterans against pay- 
ing sky-high prices for farm 
lands, the Department of Agri- 
ulture is suggesting that they try 
renting, or doing part-time farm- 
ing. 
* * oe 
For-The-Record: Census Bureau 
has a complete description of the 
mes built during 1930-40 com- 
piled from the 1940 Census of 
Housing. . . On its tenth birthday, 
the Social Security Board re- 
ported it is paying $111,000,000 
monthly to 4,250,000 men, women 
children. RFC has already 
ut] rized $390,000 worth of 
hewspaper and trade paper ad- 
rtising. . . The 5% change in 
iper quotas came through last 
eekend as anticipated by AA 
Aug. 13, 


Faust Shifts Posts 


Gil Faust, formerly CBS pro- 

uction manager in Chicago, has 

ned C. & F. Radio Productions, 
vood, and will produce the 
le «6serial, “Aunt Mary,” 
red by Safeway Stores for 
n Kraft flour over the NBC 
x 
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eee but he’ll see your ad in DAILY NEWS RECORD. ..if he’s top-executive, 


policy-making caliber . . . if he’s in textiles, men’s wear, or domestics, whether raw material 


producer, mill man, broker, converter, wholesaler, manufacturer, or retailer. 
To such men the DAILY NEWS RECORD is “‘bread-and-butter’’. Its daily news of market 


conditions, here and abroad . . . its pre-views of technological developments and plans for, 


tomorrow ... its emphasis on progressive ideas . . . its news of bids and contracts . . . of official 


market prices ... of Government . . . are the life-blood of the textile and related industries. 


¢. Whether you are shooting at these industries as a whole . . . or pin-pointing your 


\ Pani ste shots at any special group from mill to retailer . . . the DAILY NEWS RECORD 
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Vogel to Jos. Katz Co. 


H. A. Vogel has resigned as as- 
sistant national sales promotion 
manager for Calvert Distillers 
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Corporation, New York, to join 
the Joseph Katz Company, Balti- 
more and New York, as an ac- 
count executive. 


Sessions Joins Alderson 


Robert Sessions has resigned as 
assistant general manager of the 
Tennessee Valley Authority, effec- 
tive Sept. 1, to join Wroe Alder- 
son & Co., marketing research 
firm of Philadelphia. The com- 
pany’s name has been changed to 
Wroe Alderson & Sessions. 


Potts Joins Siebel 


Walter W. Potts, formerly with 
F. W. Dodge Corporation, New 
York, has joined the New York 
staff of the Siebel Publishing 
Company, publisher of Brewers 
Digest and Bakers Digest. 


Truman Named Ad Mgr. 


Charles D. Truman, formerly 
public relations director of In- 
terstate Aircraft Corporation, Los 
Angeles, has been appointed na- 
tional advertising manager of the 
Los Angeles Down Town Shop- 
ping News, now located at 147 
South Hill St. 


Distributors 
to Get Pressed 
Steel Appliances 


Chicago, Aug. 14.—Pressed 
Steel Car Company, railway roll- 
ing stock manufacturer which last 
week announced its entrance into 
the major appliance field (AA, 
Aug. 13), expects to be ready by 
next January to market its Pres- 
teline electric range. 

The ranges, and electric re- 
frigerators, home freezers, clothes 
driers, washers, air conditioning 
units and other major appliances 
to be manufactured later, will all 
bear the Presteline name and will 
be marketed exclusively through 
distributor organization, at least 
until the distributorship is strongly 
established. 


Expect Much Advertising 


A. Raysson, sales manager for 
the firm’s new appliance division 
(which will supplant the large 
armored tank division now wind- 


ing up its wartime production), 
indicated today that advertising 
policies cannot be fixed until 
about the middle of September. 
Weiss & Geller here, which will 
handle the account, was appointed 
by Pressed Steel only last week, 
after stockholders voted a fort- 
night ago to permit the manage- 
ment to enter the appliance field. 

Mr. Raysson asserted, however, 
that when Presteline advertising 
begins, it will include space in 
national magazines, trade publi- 
cations, a long list of newspapers, 
radio and motion pictures. Con- 
centration of advertising, he said, 
will be in the distributor’s terri- 
tory, “to give him and his dealers 
the greatest possible sales help.” 


CBS Names Carson 


James E. Carson, formerly in 
the public relations division of 
Consolidated Vultee Aircraft 
Company, San Diego, has been 
named network service manager 
of the CBS Latin American net- 
work, Cadena de las Americas, 
replacing Frank Kizis, now with 
Mutual Broadcasting System. 


Their destination is still Tokyo 


There are ten million men in this country who won’t 


quit until they reach their destination — Tokyo. 


What about you, Mr. Advertiser? Is your destination 


still Tokyo? 


Advertising has won its merit badges by helping in 
the war. Will we lose them all by quitting before the 


fight is won? 


We've still got a job to do to keep the home front 
swinging. Who is going to sell War Bonds... blood 
donations... accident prevention ... V-mail... and 


all the other War Advertising Council projects? 


That’s why we urge you to go “all out” when you go 


outdoors. 


Recent studies prove that a surprisingly high per- 


centage of important people see, read and act 


on your message when 
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‘Roden to Direct 
American Home 


Cosmetic Division 


New York, Aug. 15.—H. W. 
Roden, vice-president of Ameri- 
can Home Products Corporation, 
has been appointed head of the 
company’s cosmetics division and 
president of its cosmetics sub- 
sidiary, Affiliated Products, Inc. 
He will continue as head of the 
company’s food division. For a 
number of years Mr. Roden has 
been president of American Home 
Foods, Inc., another subsidiary 
specializing in the manufacture 
and sale of packaged food prod- 
ucts, 

W. F. Wulffleff, vice-president 
of American Home Products, 
Whom Mr. Roden succeeds as 
president of Affiliated Products, 
has been appointed to the parent 
corporation’s finance committee 
and will become president of the 
John F. Murray Advertising 
Agency. 

AHF acquired Affiliated Prod- 
ucts in 1936 after several cosmetic 
manufacturing and sales compan- 
ies had been merged. The cosmetic 
subsidiary distributes the House 
of Louis Philippe, Edna Wallace 
Hopper, Jo-Cur, Neet, Kissproof, 
Outdoor Girl, Heather and Vida- 
Ray lines, largely through drug, 
syndicate and department stores. 

Mr. Roden joined American 
Home Products in 1939 when it 
acquired Harold H. Clapp, Inc., 
a baby food manufacturing con- 
cern of which he was president 
and general manager. Among 
other posts with AHF, he has been 
chairman of the. board of the G. 
Washington Coffee Refining Com- 
pany and president of P. Duff & 
Sons, Inc., both subsidiaries. 


Expand Duff Mixes Drive 
with Larger Space 


Newspaper advertising of Duff’s 
baking mixes will be increased 
from 50-line to 200-line copy in 
28 major markets from coast to 
coast, effective Sept. 1, with 50- 
line insertions to be continued in 
more than 200 secondary markets, 
and copy continuing to run 
weekly, American Home Foods, 
Inc., New York, has announced. 

The mixes, advertised through 
Earl W. Bothwell Advertising 
Agency, Pittsburgh, are manu- 
factured by a subsidiary, P. Duff 
& Sons, Inc., Pittsburgh. The ad- 
ditional space will add about 
$175,000 annually to the Ameri- 
can Home Foods’ newspaper 
budget. Magazine and radio 
budgets continue unchanged. Total 

advertising expenditures 
amount to more than $750,000. 


To Continue Study 
of Transportation Ads 


The National Association of 
Transportation Advertising and 
the Advertising Research Founda- 
tion will sponsor for a second year 
the Continuing Study of Trans- 
portation Advertising. Study No. 
5, the first of the second year, 
will be made in Milwaukee, where 
ads will be considered for 30 days 
during October. Study No. 6, to 
be conducted in St. Louis, will be 
a study of cards for 30 days dur- 
ing December. 
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Norwegian Ad 
Groups Set for 
Postwar Duties 


Oslo, Norway, July 24.—Having 
resisted successfully all attempts 
to Nazify their activities, members 
of the Norwegian Advertising As- 
sociation and local ad groups in 
this country are confident they can 
handle all peacetime demands 
without difficulty. 

Despite the occupation of Nor- 
way by the Nazis, the local ad- 
vertising associations at Bergen, 
Trondheim, Stavanger, Kristians- 
sand Gjovik, as well as the Oslo 
association to a certain extent, 
have been able to conduct their 
usual activities during the war. 

Although the Nazis tried, they 
were entirely unsuccessful in at- 
tempts to link the Norwegian Ad- 
vertising Association with their 
new order. As early as October, 
1940, they suggested that the as- 
sociation place itself at the dis- 
posal of the Quisling authorities, 
but this cooperation was refused. 
In August, 1941, a reorganization 
of the advertising profession was 
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suggested, and association help 
was sought. Again the Norwegians 
refused, and the association chair- 
man, O. T. Dalseg, declined to 
join an outside committee charged 
with drawing up a decree regulat- 
ing advertising. 

In March, 1942, a law covering 
the profession was decreed, with- 
out changing accepted practices. 
But by January, 1944, the propa- 
ganda minister of the so-called 
Quisling government had worked 
out an elaborate plan which, if 
put into effect, would have wiped 
out the national and local adver- 


tising groups. 

Their considered protests, as 
well as those of individual lead- 
ers in the field, were so effective 
that the Nazis hesitated to put 
such a law into effect—and V-E 
Day put a stop to any further 
interference by the Germans in 
Norway’s organized advertising 
ranks. 


Farrow, Langer Upped 


Lester H. Farrow, for the past 
nine years advertising manager, 
has been promoted to general 
manager of Miles Kimball Com- 


pany, Oshkosh, Wis. Lester 
Langer, formerly with Aldens 
Chicago Mail Order Company, 
who joined Miles Kimball last 
June, has been named merchan- 
dise manager. 


Snead Forms Agency 


C. N. Snead, a newspaperman 
for more than 20 years and since 
August, 1944, head of the copy 
department of Houck & Co., Roa- 
noke, Va., has formed the C. N. 
Snead Advertising Agency, with 
offices at 615 Roxley building, 
Roanoke 11, Va. 
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Farming, in “Lincoln Land,” is Big Business. Measured in terms of income, it’s worth 214 
billion dollars annually—and 860 million dollars of that income comes from crops alone! 

Farmers of ‘“‘Lincoln Land” grow one-fourth of the nation’s corn crop—some 750 
million bushels! They grow more than half the country’s soybeans—104 million bushels! 
Consider, too, the 271 million bushels of oats ... the 1214 million tons of hay. Even ‘small 
crops,” celery, berries and such, have a yearly value of more than 75 million dollars, con- 
tributing their share to “Lincoln Land’s”’ vast annual wealth. 

These astounding figures tell the story only of farming in “Lincoln Land,” which is 
one-third rural, two-thirds urban! In its cities and towns, workers are taking home pay en- 
velopes fatter than ever before. Here are 14,000,000 people who mean business and have the 
money to do business with. 

One effective way to get your selling message across to these 14,000,000 people is to 
use the advertising media which for so long have served them: Prairie Farmer, for 104 years, 
and radio station WLS, now in its 22nd year. Use them together ... as a team ... to pene- 


trate deeper! 


AIRE PARME 


SINCE 39—}> 1841 CHIC AGO and 


BURRIDGE D. BUTLER. President 


Use Them Together as a Team — to Penetrate Deeper 


Crops Contribute One-Third of 
the “Lincoln Land” Farmer’s 2) Billion Dollar Income 


7o Alf Sales and advertis- 


ing planners, Prairie Farmer-WLS has 
compiled a 96-page book of facts on 
the “Lincoln Land” market—county- 
by-county statistics on each index of 
wealth and production. If you do not 
have it, write for it on your company 
letterhead. Prairie Farmer-WLS, 1230 
Washington Boulevard, Chicago 7, Ill. 


Adve 
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You Ought toKnow. 


“There are a hundred thousand reasons 
for failure, but not a single excuse.” 

This motto in large bold type is framed 
above Alfred E. Lyon’s desk, and has 
hung there ever since he has been with 
Philip Morris & Co., of which he is presi- 
dent. The original quotation from Kip- 
ling reads “40,000,000 reasons,” but Lyon 
feels “that’s too many.” 

That reply is typical of the man who 
has parlayed a $5,000,000 outfit into a 
corporation worth $101,000,000 in 12 
years and who has recently scored one 
of the neatest coups in the tobacco busi- 
ness. 

The latest example of Lyon’s business 
acumen is the purchase of $11,000,000 
worth of tobacco at a time when every 
other company in the business was look- 
ing for more leaf stocks to overcome a 
serious shortage. The purchase enabled 
him to announce an immediate increase 
of 50% in the number of Philip Morris 
cigarets available when most companies 
were lamenting the shortage. 

His action, furthermore, forced the 
hands of other companies, and today 
the cigaret situation is rapidly approach- 
ing normal. The company outbid every 
other company and this too is typical 
of a man who believes in paying more 
than the market price for any given 
commodity. Lyon, for example, will of- 
fer prospective employes more than they 
ask. He has been known to give a man 
$7,500 a year when the applicant asks 
for $6,000. His reasoning is simple: “If 
I pay them more, they work harder, and 
usually are doing twice what they would 
if I gave them their asking price.” 

A self-made man in the truest sense 
of the word, he derives great satisfaction 
out of giving young men a break and 
watching them grow within the company. 
He likes men with initiative and a sense 
of responsibility and calls everyone of 
his vice-presidents “my boys.” 

Born in London in 1886, Lyon looks 
not unlike the British movie actor Eric 
Blore. He still retains a little of his 
accent, but not much. Affable, friendly, 
accessible to anyone, Lyon is an atypical 
executive, who is never “in a meeting.” 
Each day at 10 a.m., he has coffee with 
some of “his boys’ in one of the un- 
prepossessing offices on lower Fifth Ave- 
nue. The offices, too, are typical of the 
man. They are so plain that one doesn’t 
realize they are air-conditioned, fluores- 
cent lighted. 

All of the vice-presidents have offices 
of the cubby-hole variety, and their 
doors, too, are always open to all comers. 
This attitude derives from Lyon’s opin- 
ion that every customer buys the per- 
son and sells the product to the ultimate 
consumer. 

This same feeling is responsible for 
Lyon’s instructions to his salesmen who 
had practically no product to sell during 
the shortage. The men in the field were 
told to be of service to the customer and 
this service might assume such ramified 
forms as minding the store while the 
owner went to lunch, dressing windows, 
or helping with the invoices. 

Al Lyon knows the tobacco business 
well. In 1912 he walked into the offices 
of M. Melachrino Company, New York, 
and asked the late L. B. McKittrick, then 
vice-president in charge of sales, for a 
job. Informed that there was no posi- 
tion available, Lyon asked, “Are you 
selling all the cigarets you want to?” 

“No, we are not,” snapped the vice- 
president, and hired Lyon. He remained 
with the company after it was absorbed 
into Tobacco Products Corporation, and 
went to England in 1919 to represent 
the company. He traveled throughout 
Europe and the Orient and picked up 
French, German, Dutch, Italian and Hin- 
dustani along the way. 

In 1929 Lyon returned to New York 
and Philip Morris. In 1933 he was made 
vice-president, in 1936 executive vice- 
president and this year, president at a 
remuneration of $100,000 a year. 

In this time he has pushed the com- 
pany up to a very prominent fourth 
place in the industry and says that had 
war shortages of labor, machinery, etc. 


THE TEAM—Alfred E. Lyon, left, with Milton 
Biow, president of the Biow Co., New York, 
agency in charge of the Philip Morris account. 


not stymied it, Philip Morris would cer- 
tainly be third and possibly second to- 
day. 

A salesman who knows every angle 
of the business, Lyon insists that adver- 
tising copy talk to the customer in 
language he understands. He is respon- 
sible for all the ideas which the Biow 
Company eventually translates into ad- 
vertising, and the fact that the company 
has never changed its slogans. 

He despises copy which either talks 
down or above the heads of customers. 
He believes in the personal approach and 
says that radio commercials, for ex- 
ample, must talk to each listener in- 
dividually. 

That the idea works is obvious when 
Philip Morris advertising expenditure is 
broken down into cost per 1,000 cigarets. 
The $6,500,000 for 24,268,000,000 cigarets 
sold in 1944 represents a lower cost per 
thousand than any other major company 
in the business. 

Contributing to the success of the 
business is the hygroscopic agent die- 
thylene-glycol which has all the mois- 
ture-inducing properties of glycerine 
without the irritation. Back in 1933, be- 
fore the cigaret was introduced, Lyon 
induced Columbia University to make 
tests and to publish the findings whether 
they were favorable or unfavorable. The 
results proved so favorable that Dr. 
Wendell Phillips, then president of the 
American Medical Association, was per- 
suaded to appoint a board of ten doc- 
tors to make similar tests. The results 
corroborated the original findings, and 
the Philip Morris advertising plans were 
born, 

Another feature of Philip Morris mer- 
chandising has been its policy of trying 
to sell cigarets at a price high enough 
to give the merchant a fair margin of 
profit. It was for this reason that Philip 
Morris sold at a straight 15 cents a 
pack when other brands were retailed at 
two-for-a-quarter. 

Lyon’s thinking about competition is 
rather unorthodox. He doesn’t much care 
what the other companies do and their 
advertising never affects Philip Morris’ 
plans. His motto is, “In selling merchan- 
dise tell the truth; the wholesalers buy 
you and sell cigarets.” His favorite quo- 
tation, which has been reprinted in the 
Reader’s Digest is, “It shows in your 
eyes.” 

All of his thinking is based on the 
personal approach and he remembers 
and calls people by their first names, 
whether they own a corner store or are 
presidents of large distributing firms. 

Punctual, Lyon makes appointments 
and keeps them at the hour and minute 
scheduled. He does this, not out of a 
sense of efficiency, but because he feels 
that it is his duty to be prompt if other 
people are. 

As long as he has been with the or- 
ganization there has never been an ex- 
ecutive hired from the outside. Nepotism, 
however, does not exist 2t Philip Morris, 
and Lyon’s son works for a New York 
agency, but not for Biow. All of the 
vice-presidents have come up the hard 
way, from office boy, bookkeeper or some 
other such job. 

A contributor to many charities re- 
gardless of race, religion or color, Lyon 


holds two decorations. He is a grand 
officer of the Cuban Red Cross, with a 
decoration from the Cuban government 
and he has the Pontificate medal for 
Catholic charities. He contributes to 
Jewish charities and before the war 
stymied the program, was in the process 
of setting up a Joe Louis bed in hospitals 
all over the country, so that needy 
people could receive free hospital care. 

Right now, his pet gripe is the export 


market, which, he feels could be ex- 
ploited far better if tobacco growing 
quotas were lifted. The quotas permit 
enough tobacco to be grown for domes- 
tic consumption, but he feels that there 
is a ready market abroad for American 
cigarets. Furthermore, he says, “if we 
don’t do it, the British will, and we 
could tremendously enhance our prestige 
as a country if our cigarets were ex- 
ported.” - 


the Pay - Of ‘i NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


7 WAYS TO REDUCE C.O.D. REFUSALS 

Every mail order advertiser selling 
merchandise under the C.O.D. plan faces 
the problem of refusals. What can be 
done to reduce refusals to the minimum? 

Not only does the advertiser lose the 
money invested in securing the order, 
but he loses the time required to fill the 
order, the shipping carton, the outgoing 
postage and the return postage on the 
shipment. 

What, then, can be done to keep re- 
fusals to a minimum? Here are seven 
practical ways to do it: 

First, make sure that the terms of the 
offer are clearly stated. When you say: 
“Pay postman only $2.95, plus a few 
cents postage,” the customer may think 
a “few cents” postage means six or eight 
cents. But 18c postage and 20c C.O.D. 
fees amount to 38c and that isn’t just a 
“few cents” postage. To avoid any mis- 
understanding one advertiser puts it this 
way: “Only $1 postpaid, or C.O.D. for 
$1.21.” The customer knows definitely 
how much money to have ready for the 
postman when the package arrives. This 
not only helps cut down refusals, but 
also stimulates cash orders for the cus- 
tomer knows exactly how much he will 
save if he sends cash with order. 

The second way to reduce C.O.D. re- 
fusals is to ship the merchandise the 
same day the order is received, if pos- 
sible. If you delay the shipment for 
three or four days, the customer may be 
out of the city when the package arrives, 
he may not have the money at the time 
the parcel arrives to pay the charges, or 
he may have been lukewarm in the be- 
ginning and later decided to get along 
without your merchandise. So it is al- 
ways a good idea to ship C.O.D.s when 
the customer is hot. 

If you can switch C.O.D.s into cash- 
with-order, you can cut down refusals. 
This third method is handled in this way 


by one advertiser. He says: “Check 
here if enclosing your remittance. We 
pay the 38c postage and C.O.D. fees. Same 
7-day return privilege.” When the cus- 
tomer knows definitely what saving can 
be made by sending cash with order, the 
tendency will be to step up your per- 
centage of cash sales and “thereby cut 
down the refusals. 

A fourth way to reduce refusals is to 
offer a premium for cash sales. For ex- 
ample, if you are selling books you could 
offer an autographed copy or agree to 
stamp the customer’s name in gold on 
the front cover. Booklets, charts or 
various gadgets make attractive but in- 
expensive premiums. 

When a customer is buying merchan- 
dise sight unseen, there is. always a 
tendency to hesitate. Therefore, a fifth 
way to cut down refusals is to play up 
the “money-back guarantee,” if not sat- 
isfied. 

It is always wise to acknowledge C.O.D. 
orders and let the customer know how 
much money to have ready for the post- 
man. You can do this with a postcard, 
filing in the exact amount of money 
needed, or if you are selling a one-price 
item, say $1.98, you can have slips 
printed for the different amounts ac- 
cording to the different parcel post 
zones, and enclose them in your ac- 
knowledgment letters. Testimonials or 
additional selling materials can also be 
enclosed with your letter. 

And seventh, refusals can be reduced 
to a minimum by asking for a deposit 
with the original order. When the cus- 
tomer has some money invested in the 
merchandise, it is very unlikely that he 
will refuse the shipment. Of course, de- 
posits are only asked for where the unit 
of sale amounts to approximately $5 or 
more. One advertiser says: “Send $1 
with order, pay balance on delivery, plus 
the usual parcel post delivery charges.” 
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--- Lverett R.Smith and Claire Himmel, in Journal of Marketing 
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Sends Thanks on One of 
Adolph’s Steno Pads 


To the Editor: By way of em- 
phasizing my appreciation for the 
copy of ADVERTISING AGE which 
arrives monthly, I’ll do this note 
on a steno pad formerly used by 
one of der Fuhrer’s gals. Picked 
up the pad from under Adolph’s 
massive marble-topped desk the 
other day while visiting what re- 
mains of the chancellery. 

The paper is swell. Keep it up. 

T/S Levanp S. Woon, 
c/o Postmaster, New York. 


Adman Heartily Favors 
Grade Labeling 


To the Editor: As an old-time 
grocery clerk who well remem- 
bers the days when the average 
small-town store “watered” the 
oysters on Saturday afternoon to 


This department is a reader’s forum. Letters are welcome. 


Make more quarts (at 25c per); 
and when dried fruits were opened 
and left uncovered until the box 
Was empty (regardless of how 
well “inhabited” they became— 
and the same goes for the cheeses 
of that day!) and when an occa- 
Sional rat in the butter merely 
meant death for the rat and the 
loss of a little near-by butter; and 
when bread was “fresh’’ until it 
broke when dropped; and when 
Wm. Wrigley was going to towns 
all over and encouraging ‘“Pre- 
mium Deals” on his gum... 

And when the grocers of that 
day were bitterly resenting the 
Proposed “Pure Food Laws” which 
threatened some of their rightful 
“rugged individualism” .. . 

Please let me take the stand 
long enough to say that I am 
heartily FOR “Grade Labeling.” 

I believe that my wife and 


every other wife is entitled to 
know whether the peaches or peas 
she is looking at are “company” 
grade or of a quality that her 
family disapproves and _ leaves 
“un-et.” Assuredly, today’s prices 
don’t tell her anything more than 
the most the grocer feels it safe 
to charge—and the label and 
brand name are often nothing 
more than good examples of mod- 
ern color-lithography as far as 
giving a clue to the grade of the 
contents is concerned. 

I honestly believe that, when 
grade labeling has been given a 
fair trial, neither the producers 
nor the purchasers—nor the deal- 
ers—would go back to “the good 
old days” any more than today’s 
grocers would welcome a return 
of those I remember. 

In the final analysis, Mrs. 
America will depend on her own 


- Oo R Cc U S PANICS DEALER MEETING! 


Sales Manager: Your idea for covering our postwar 
promotional plans through a series of regional dealer 
meetings is okay. But one angle stops me. Our first 
job is building immediate postwar distribution. That 
means we’ve got to concentrate our advertising in the 
“First 20 Cities.” Maybe our Chicago and New York 
dealers will go for it, but how about Iowa? 


Porcus: Excuse me, but if your advertising follows the 
logic of your problem, your plan will arouse more 
interest in Iowa than anywhere else. You see, promo- 
tionwise, all Iowa is actually one metropolitan market 
because the Des Moines Sunday Register wraps up 
70% of all its urban retailers, wholesalers, and con- 
sumers into a single package and delivers them to you. 


Porcus: See how they go for it? And let me tell you, 
when you get the backing of Iowa merchants for your 
postwar plans, by using the Des Moines Sunday Reg- 
ister, you’ve really accomplished something! Because 


Covered 
by 


during the period of transition that’s coming after the 
war, Iowa’s stabilized buying power will give you 
something solid to tie to while your other markets 
re-adjust themselves to the changed conditions. 


—Metropolitan lowa- 
THE DES MOINES REGISTER anv [RIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


= 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


FOLLOW PATTERN—The cooling oases used by Four Roses and Bacardi in 
their color pages in national magazines are pointed out by an AA reader as 
another ad copy coincidence. 


“inside information” in the mat- 
ter of all foods. She will buy 
“De Luxe” or “Super-Duper” peas 
or peaches only once or twice (in 
spite of the juiciest advertising 
budget) IF the contents of the 
package don’t cause smiles around 
the family table—and neither a 
seven-colored label—the informa- 
tion regarding the grade—nor the 
lure that is in the advertising 
will cause her to return for “some 
more of the same” after some 
member of the family has ex- 
ploded with “MIGOD, MOM, 
WHEREINELL DID YOU GET 
THIS STUFF?”! 
Advertising will make a “sale” 
. . . the merchandise will make 
the customer. 

Harry CLATFELTER, 
Harry Clatfelter Advertising, 
Peoria, Il. 

. 2 = 


4% Coolth Coincidence 


To the Editor: Call it a Desert 
Coincidence. Anyway, Four Roses 


and Bacardi are currently using 
similar settings for cooling drinks. 
S. W. ARNOLD, 
Philadelphia. 
+, ? F 


‘Future’ Challenges 


To the Editor: Herb Graffis 
suggests that I write to you and 
challenge the front page story 
carried in the Aug. 6 issue of Ap- 
VERTISING AGE. 

Herb and Joe Graffis are pub- 
lishers of Future magazine, the 
official publication of the U. S. 
Junior Chamber of Commerce, 
and the membership of the Junior 
Chamber of Commerce is confined 
exclusively to young men _ be- 
tween the ages of 21 and 35. The 
second paragraph of the lead 
story of your Aug. 6 issue makes 
the statement that two new pub- 
lications are out to capture an as 
yet untried market—the young 
man of 17 to 35. 

Future has been in publication 
since September, 1938, and the 


OF 49 DAILY 
NEWSPAPERS 


Alliance Review 
Ashland T zette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel- 
Tribune 
Bucyrus aay = -Forum 
Cambridge rsonian 
Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Delaware Garette 
East Liverpool Review 
Elyria Chronicle Telegram 
Findlay Republican- 
Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal-News 


These home-market dailies of The Ohio Select List, with their 
cover-to-cover coverage, pile up sales for you in a Billion- 
Dollar market . . . 58 of the Buckeye State's 88 counties. 
You can't do this job with metropolitan papers alone. Your 
local dealer's idea of cooperation is advertising in his local 
daily. Try a schedule in The Ohio Select List —one order 
does it all. 


Free Market Data Book 


[sent on request. | 


SELECT LIST 


JOHN W. CULLEN CO. 


Loven Hapetinasttles NEw YoRK 
on News-Re n 

Lancaster Eagle Gazette CHICAGO ¥ 
Logan News CLEVELAND COLUMBUS 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Ca 

Portsm: Times 

Ravenna-Kent Record 

Salem News 

Sidney News 

Tiffin Advertiser-Tribune 


Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H. 
Record-Herald 

Wilmington News Journal 

Wooster Record 


Recorder & Signal 


Publishers’ Representative 
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Graffis brothers have been the 
publishers since January, 1942. 
We, of course, cannot definitely 
prove that we have captured the 
young man market of this age 
group, but as Herb aptly put it, 
“By God, we’ve certainly tried.” 
CHARLES BOWER, 
Editor, Future, Chicago. 


i, 
Cites Roundabout Copy 

To the Editor: I think the limit 
has been reached in the attached 
ad of the Strathmore Paper Com- 
pany. Unless, of course, we take 
it to the obvious ridiculous con- 
clusion. I am thinking of putting 
a sign on the fire plug in front 
of my house reading thusly: “This 
is the fire plug used by the dog 
that accompanied the paper boy 
that delivered the paper to the 
butcher who sold meat to the 
gardner who works in the yard of 
the people of the Strathmore 
Paper Company who sell writing 
paper to the York Corporation 
who make an ice machine used in 
the very laudable work of easing 
the pain of a wounded soldier.” 

You see, though, the possibility 
of the paint company running an 
ad saying: “Our paints are used 
to paint the plug used by the dog 
who accompanied the news boy, 
etc., etc.” I thought some con- 
clusion was reached by reputable 
advertisers to curtail this un- 
abashed effort to build even a 
slight connection with war work 
into an ad which indicated the 
work could not go on without that 
particular advertiser’s part there- 
in. 

E. P. O’CoNnNoRr, 

Edmund P. O’Connor, Adver- 

tising, Atlanta. 

[Editor’s Note: The magazine 
advertisement referred to praises 
York Corporation’s ‘Refrigeration 
Anesthesia,’ and _ reports’ that 
York “selects Strathmore paper 
for its letterhead as a symbol of 
achievement and high standing.’’] 


Distribution Called 


Reconversion Bottleneck 

To the Editor: After all of the 
furor about so-called “postwar 
planning,” only a few companies 
have succeeded in working out 
practical reconversion plans. 

The major bottleneck in the 
process at present is not in the 
manufacturing field, but in dis- 
tribution. Distributors geared to 
a normal peacetime volume of less 
than $90,000,000,000 for the na- 
tional economy do not readily up- 
grade their efforts into the $160,- 
000,000,000 planning. Indeed, many 
distributors are working very 
hard today to find out how they 
can make as much or more money 
than they made in the prewar 
days, by handling fewer lines and 
eliminating many hundreds of 
items which they formerly con- 
sidered essential. Because reli- 
able distributors are not made 
overnight, an actual bottleneck 
has developed in the field of dis- 
tribution. 

Our national industrial plant 
was well expanded by war, but 
distribution facilities were well 
restricted by war. Perhaps Ap- 
VERTISING AGE, through the edi- 
torial columns or in letters from 


REACH THE 


readers; can throw some light on 
how it will be possible to speed up 
the growth of distribution to bal- 
ance the growth of production 
and thus expedite the reconver- 
sion process. 
HARTLEY W. BARCLAY, 
The Management’ Research 
Institute, New York. 
7 Go? 


Suggests Annual Listing 


of All Copywriters 

To the Editor: Great advertis- 
ing is being written every day. 
Copy that pulls with the urgency 
of gravity. Some of it is written 
by the celebrities of the copy- 
writing craft—and no one _ be- 
grudges them the praise they so 
well earn. 

It has sometimes been argued 
that better copy would be written 
if copywriters were to “sign” 
their work. I doubt if such a spur 
is needed—even if it were feasible 
—but the anonymity of copywrit- 
ers shold extend only to the pub- 
lic for whom they write. Conceiv- 
ably ADVERTISING AGE in the 
course of each year could list the 


names of the writers working on 
every account handled by every 
recognized agency. Conceivably, 
also, such an effort could include 
art directors and their staffs. 

Copy, certainly, is the main- 
spring of advertising. It makes 
the wheels go ’round. Everybody 
in the business of advertising 
lives by it. True, all the other 
works of the advertising clock 
are important. But consider: All 
of them operate to put the writ- 
ten and the spoken word of the 
copywriter before the public. 

The copywriter is not usually 
eauipped with the same urgency 
for selling himself as he is with 
at least readily summonable fa- 
cility and finesse in presenting 
the wares of others. That’s why 
he, very possibly, would stand to 
gain a good deal by the sugges- 
tion above. Naturally he would 
rather take checks to the bank 
than pats on the back. 

But the issue is really — this. 
More appreciation of copy within 
the advertising business itself can 
and will be the key that not only 
keeps the mainspring wound up 


for non-stop performance but 
that unlocks the doors to greater 
attainment for all who live by 
and in the business of advertising. 

It does not follow that all copy- 
writers are great copywriters. But 
neither does it follow that all the 
great copywriters will be discov- 
ered, put into position to do the 
greater work they can do, without 
some such organized evaluation 
or identification of their efforts. 
Nor even enough of them. The 
task before advertising calls for 
more and more strain on the 
mainspring, along with the rest 
of the works. But don’t worry if 
you’re paying your copywriters 
enough that they don’t have to 
worry. They would rather stay 
with you. ~ 

I’m not worrying either 
but just to keep it unanimous this 
letter will be anonymous. Yes, 
it’s from 

A CopywRITER, 
Chicago. 
7 3. 


Message to Tokyo 


To the Editor: Speaking of a 
7th War Loan ad which “aroused 


a lot of interest,” I was quick to 
note the one run by the Minne- 
apolis Star Journal and repro- 
duced in your July 9 issue. 

Want another nomination for an 
equally effective and unusual 
“stimulant?” The attached ad, 
which appeared in the May 24 
issue of the Southside Virginia 
News, Petersburg, Va., a weekly, 
was prepared by Walter P. Mc- 
Guire, publisher and editor of the 
News. 

The theme of the ad, as you 
will note, is based on an “open 
telegram” addressed to the Nip 
premier, telling him that Japan is 
finished and that the best way to 
speed the end of the war is to buy 
U. S. war-bonds. The ad was 
first published in the “Lee Trav- 
eler,”” weekly newspaper for mili- 
tary personnel at the nation’s 


largest Quartermaster depot. 


The message and the idea be- 
hind it originated with Cpl. Al- 


bert J. Abrams of the Camp Lee © 


Public Relations Office, who, prior 

to exchanging civilian mufti for 

Army khaki in 1943, served as di- 

rector of the New York State joint 

legislative committee on nutrition. 

Cri. ARTHUR P. SCHULZE, 

“Lee Traveler,’ Camp Lee, 
Va. 
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Farm Ad Volume 
Holding Steady 


Chicago, Aug. 16.—Advertising 
linage in farm _ publications 
showed a mixed trend for July 
and August, according to figures 
compiled by ADVERTISING AGE, 
which showed farm magazines up 
a modest 1.6% in August com- 


FARM MARKET 
and its LEADERS 


Agricultural Leaders’ Digest serves the farm 
and farm home market — a buying power of 
15 billions in 1943. This farm population 
of over 60,000,000 is served by about 
28,000 official extension and vocational 
leaders — men and women who advise on 
methods and products that will best improve 
farms and farm homes. No farm selling 
program is complete unless it includes these 
influential farm leaders thru — 


nee AGRICULTURAL 
_ LEADERS’ DIGEST 


139 N. Clark St., Chicago 2 


cca 


pared with last year, and farm 
papers up 10.1% for the month. 

July monthlies, however, 
showed a decline of 12.4% from 
the previous year, and July semi- 
monthlies also were off 69% 
from 1944, while weeklies were 
down 2.4% for that month and 
dailies were off 1.2%. On the 
other hand, July bi-weeklies 
showed an increase of 5%. 

Canadian farm _ publications 
gained 7.5% during July, com- 
pared with 1944 issues. 

For the year to date, U. S. farm 
publications were practically at 
the same advertising level as last 
year, the difference amounting to 
a decrease of only one-half of 
one per cent. 


Buecker Joins Blum 


Franklin P. Buecker, recently 
honorably discharged from the 
Army air forces after 54 months 
overseas, has joined the Charles 
Blum Advertising Corporation, 
Philadelphia, as production de- 
partment head. George T. Egee 
has returned to the agency as 
public relations director. 


@ Power is needed to keep the wheels of stepped-up farm 


output turning. 


In the Midwest 8 States, farming is 


“Big Business’ with an average farm income of $5,219 
per farm as compared with an average of $2,758 per 


farm in the other 40 states. 
farm power market of today and tomorrow! 
Here is capital! 


necessity! 


Here is the automotive 
Here is 
And here, is your medium 


for full coverage of this rich farm market—The Midwest 


Farm Paper Unit! 


37.2% 


VALUE OF MACHINERY AND OTHER EQUIPMENT 


Midwest 8 States’ percentage of national investment in farm 


machinery and other equipment. 


VALUE OF 


33.9% 


BUILDINGS 


Midwest 8 States’ percentage of national investment in farm buildings. 


Midwest 8 States’ percentage of national investment in automobiles. 


OF 


M PAPE 


31.1% 


AUTOMOBILES 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
Nebraska Farmer Wallaces’ Farmer & lowa Homestead 


R UNIT 


SAN FRANCISCO 4 


Russ Bidg. $23 W. 6th Se. 


AUGUST ADVERTISING LINAGE IN FARM 


Commercial 


Advertising Age, August 20, 1945 
PUBLICATIONS 


Commercial 

Display Display 
Excluding Excluding 

Poultry, Poultry, 

Livestock Livestock 
-— Total Advertising——, and Classified -— Total Advertising——, and Classified 
mm 1945—_, -———1944-—_, 1945 1944 r—1945—._ -——19 44 —_, 1945 1944 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Idaho Farmer ..... 21.1 15,935 22.5 16,988 14,624 15,437 

FARM MAGAZINES Indiana Farmer's 
| ae ree 18.1 14,214 22.4 17,577 9,942 13,672 
Capper’s Farmer ... 29.2 19,842 26.0 17,708 19,118 17,238 Kansas Farmer..... 16.5 12,528 18.4 13,968 10,861 12,843 
Country Gentleman. 50.2 34,114 53.2 36,188 33,308 35,420 Michigan Farmer.. 19.6 15,084 19.0 14,586 12,908 12,711 
Farm Journal & aMissouri Farmer... 3.1 2,402 4.2 3,297 2,194 3,068 
Farmer’s Wife... 63.8 23,089 64.4 18,810 22,377 18,124 Missouri Ruralist... 17.4 13,251 20.6 15,670 10,260 12,261 
Progressive Farmer: Montana Farmer ... 24.5 18,486 28.0 21,448 14,810 17,283 
Carolina-Va. Nebraska Farmer.. 28.0 21,302 28.0 21,399 19,034 19,124 
pe errerrre 25.6 18,654 25.8 18,786 17,649 18,048 New England 

Ga.-Ala.-Fla. Homestead ...... 22.4 15,693 22.1 15,468 10,998 11,221 

ae Pere 26.0 18,955 26.1 19,043 17,991 18,028 Ohio Farmer ...... 21.7 16,670 22.5 17,297 14,436 15,724 
Ky.-Tenn.-W, Va. Oregon Farmer .... 19.7 14,909 21.6 16,345 13,598 14,794 

os rere ree 25.6 18,640 25.6 18,626 17,875 17,934 Oregon Grange 
Miss.-La.-Ark. ere 18.1 14,308 12.3 12,922 14,308 12,922 

eee 25.3 18,424 26.0 18,951 17,570 18,060 Pennsylvania Farmer 23.6 18,121 22.6 17,332 16,231 15,801 
Texas Edition.... 27.0 19,639 26.5 19,335 18,570 18,417 Utah Farmer ...... 11.5 8,718 12.4 9,399 8,327 7,034 

*In all 3 Editions.. 14.7 6,298 19.0 8,139 6,298 7,579 Wallaces’ Farmer & 
*Aver, 5 Editions... 25.9 18,862 26.0 18,948 17,931 18,097 Iowa Homestead... 27.7 21,691 29.0 22,961 20,159 21,913 
Southern Agricul- Washington Farmer 20.9 15,770 22.4 16,947 14,459 15,396 
ear 20.8 14,546 21.8 15,256 14,068 14,749 *Western Dairy 
Successful Farming. 46.0 20,489 45.0 20,391 20,221 19,575 pe $6.6 15,3872 ... «20. 4,998 ..... 
poasne eines Western Livestock 
Total Group «...< 339.5 206,392 340.4 203,094 198,747 195,593 Journal ......+6. 4 21,602 78.9 32,577 9,100 11,977 
FARM PAPERS Wisconsin Agricul- 
ee are 23.0 18,040 26.0 20,409 16,986 19,795 
Monthlies — — 
American Fruit Total Group ..... 468.4 344,777 515.2 370,468 292,419 310,373 
RENOWOE. case ssd'ces 11.5 4,952 11.1 4,784 4,822 4,784 Bi-Weeklies—July 
tAmerican Poultry American Agricul- 

Journal: eer cere 17.38 12,588 21.4 15,559 10,603 14,070 
Eastern Edition.. 25.3 10,842 25.0 10,709 8,635 9,375 California Cultivator 29.2 22,081 29.5 22,295 20,247 20,797 
Central Edition.. 20.0 8,595 20.2 8,646 7,290 8,086 Dairyman’s League 
Western Edition.. 17.5 7,515 20.0 8,588 6,519 8,028 WE: nv.e 6atickeves 8.6 6,247 5.8 4,206 4,661 3,184 

*In all 3 Editions.. 14.7 6.298 19.0 8,139 6,298 7,579 Prairie Farmer 31.0 22,761 25.0 18,591 18,403 14,561 
Better Farming — — 
po ern 28.1 5,905 11.9 2,499 5,905 2,499 Total Group ..... 86.1 63,677 81.7 60,651 53,914 52,612 
tBetter Fruit ....12.2 5,133 13.6 5,714 5,183 65,714 Weeklies—July 
Breeder’s Gazette... 19.5 8,793 18.0 8,089 6,385 6,381 Capper’s Weekly ... 4.9 11,003 4.3 9,715 7,669 5,958 
California Citro- Weekly Kansas 
MPR 65-84.05 60 18.6 12,488 17.2 11,578 12,488 11,578 City Star ......... 9.5 23,480 10.4 25,598 17,140 20,828 
Carolina Co-operator 2.0 816 2.0 84 645 54 ——_ escent 
Cattleman, The .... 45.2 18,991 42.2 17,724 13,251 13,356 Total Group ..... 14.4 34,483 14.7 35,313 24,809 26,786 
Cooperative Digest.. 20.0 4,200 14.0 2,940 4,200 2,940 Dailies—July 
tElectricity on the Chicago Daily Drov- 
SS ee ee 20.5 7,318 14.2 5,057 7,318 5,057 ers Journal ...... 46.8 99,711 48.6 103,479 30,541 39,024 
Farm and Ranch... 22.8 17,256 22.4 16,962 16,417 16,091 Kansas City Daily a 
Farmer Stockman.. 21.0 15,748 13.0 9,751 15,234 9,751 Drovers Telegram 52.3 111,349 52.3 111,158 41,425 46,481 
Florida Grower .... 10.5 7,129 6.0 4,046 6,691 3,601 Omaha Daily Jour- 
Kentucky Farmers’ nal-Stockman .... 50.3 107,082 49.2 104,887 40,961 43,224 
Home Journal 10.6 8,275 12.0 9,310 6,810 8,049 | St. Louis Daily Live 
Michigan Farm News 1.5 3,272 1.5 3.087 3,242 3,067 Stock Reporter... 44.8 95,399 46.5 98,971 31,433 38,159 
New Jersey Farm Se 
and Garden 29.0 13,058 27.0 12,106 11,794 11,192 Total Group ..... 194.2 413,541 196.5 418,495 144,360 166,888 
Ohio Farm Bureau asia Ci : 
Rea eee 24.0 5,489 34.0 4,931 5,304 4,931 *Not included in totals. ’ 
tPoultry Tribune: jAugust-September issues combined both years, 
Eastern Edition.. 37.3 16,001 32.3 13,874 13,026 11,719 tJuly-August 1945 issues combined. 
Central Edition.. 31.5 13,506 28.3 12,120 11,585 10,785 aOne issue 1945; two issues 1944. 
Western Edition.. 26.7 11,446 25.9 11,102 9,716 9,934 
Pacific Edition... 27.2 11,677 26.5 11,357 9,340 9,678 CANADIAN 
*In all 4 Editions. 24.2 10,400 23.6 10,112 8,965 9,088 *Canadian Country- 
Southern Farmer... 3.1 2,468 3.7 2,996 2,468 2,996 ery eee 27.0 18,989 23.7 16,556 16,570 14,027 
Southern Planter .. 16.8 11,756 17.8 12,432 11,050 11,673 *Family Herald & 
—— Weekly Star: 
Total Group ..... 502.4 232,629 459.8 211,245 205,268 191,811 Eastern Edition... 47.8 47,763 41.3 41,258 33,548 27,304 
Monthlies—July Western Edition.. 41.3 41,274 35.4 385,355 31,136 26,311 
Arkansas Farmer... 8.4 6,383 12.5 9,487 6,383 9,487 *Farmer’s Advocate 
Idaho Granger .... 7.5 8,092 6.4 6,891 8,092 6,891 & Home Magazine 30.3 21,245 26.5 18,745 18,048 15,479 
tNation’s Agriculture 6.7 3,006 8.0 3,583 3,006 3,583 *Farmer’s Magazine 27.0 18,617 22.0 15,567 17,221 14,053 
— —- *Free Press Prairie 
Total Group ..... 22.6 17,481 26.9 19,961 17,481 19,961 ae ere 67.6 74,373 58.7 64,568 36,543 32,010 
Semi-Monthly—July *Western Producer. 39.9 42,700 37.1 39,706 18,731 17,447 
California Grange ae a 
OWS 3 .cscccecvcss 3.6 3,990 2.9 3,290 3,822 3,140 Total Group ..... 280.9 264,961 244.7 231,755 171,797 146,631 
Dakota Farmer 24:0 18,683 23.0 17,823 17,680 16,761 — —- 
Parmer, TAS caksses 26.9 21,077 30.0 28,522 18,019 20,976 —_— 
Hoard’s Dairyman.. 30.6 22,303 26.4 19,243 19,663 16,520 *July linage. 


Yardley Schedules New 
‘Beauty Column’ Ads 


Yardley of London, Inc., New 
York, through N. W. Ayer & Son, 
is carrying a series of 200-line 
“beauty-column” advertisements 
in newspapers of Chicago, Los 
Angeles, San Francisco, Indian- 
apolis, Washington, Baltimore, 
Boston, Detroit, Buffalo, Phila- 
delphia, Cleveland, Pittsburgh 
and New York. 

Scheduled for woman’s pages, 
copy discusses beauty problems 
raised by current summertime 
fashions. 


Promotes Sugar 


National Sugar Refining Com- 
pany, New York, has launched a 
newspaper campaign to promote 
Jack Frost, Arbuckle and Quaker 
sugars, captioned ‘“There’s no 
substitute for it! Use it wisely— 


make it last!” Jack Frost carries 
100-line advertisements in 39 
papers on the eastern seaboard; 
Quaker carries 75-line ads in 14 
papers in Pennsylvania, New 
York and Ohio, and Arbuckle 
carries 50-line ads in six papers 
in Pennsylvania, Ohio, West Vir- 
ginia and Kentucky. Young & 
Rubicam, New York, the agency 
for National Sugar, is handling 
Arbuckle advertising for the first 
time. 


Pendray Gets Account 


G. Edward Pendray, former as- 
sistant to the president of Wes- 
tinghouse Electric Corporation in 
charge of public relations and 
institutional advertising, who 
opened a management council 
office on Aug. 1 (AA, July 30), 
will handle the American Ma- 
chine & Foundry Company ac- 
count. 


Drop Saturday Issues 


The Hudson Daily Star and the 
Hudson Evening Register, 
Chatham, N. Y., have announced 
that Saturday issues will not be 
published until further notice, be- 
cause ‘of newsprint restrictions 
and labor shortage. 


Ideal Appoints Wood 


Ralph G. Wood, with the New 
York sales staff of Modern Maga- 
zines, New York; for the past 12 
years, has been appointed eastern 
advertising manager of Ideal 
Women’s Group, New York. 


Names Gardner Manager 
Universal Microphone Company, 
Inglewood, Cal., has appointed 
F. G. Gardner, previously Los 
Angeles representative of the 
Federal Telegraph & Radio Cor- 
poration, as general manager. 


Pancany cover- 
age of a great, tri- 
state area includ- 
ing Pittsburgh, 
2,000 towns, and 
6,000,000 people. 
Clear channel. 
50,000 watts. Basic 
NBC programs. 
Test Westinghouse 
Response-Ability 
through KDKA. 


THE NATION’S FIRST BROADCASTING. STATION 
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Magazine Copy 
to Herald New 
Wear-Ever Cooker 


(Picture on Page 63) 


New Kensington, Pa., Aug. 14. 
—To herald the “aristocrat” of 
branded merchandise, the fall 
campaign by Aluminum Cooking 
Utensil Company will break next 
month in national magazines for 
the Wear-Ever aluminum pres- 
sure cooker. 

Captioned “Coming! the Aristo- 
crat of Pressure Cookers!”, ads 
will say that “very soon now 
Wear-Ever pressure cookers will 
go on display in all leading de- 
partment, hardware and _ house- 
furnishing stores.” Full-page 
color advertisements in September 
issues of American Home, Better 
Homes & Gardens, House & Gar- 
den, McCall’s, and Parents’ Maga- 
zine will illustrate the new cooker 
nestling in a bed of uncooked 
vegetables. Copy will carry four 
inserts demonstrating how Wear- 
Ever saves time, fuel, food colors 
and flavors, and money. Cooking 
times are given for a selected list 
of vegetables, with a promise that 
the new pressure cooker will be 
delivered complete with a book 
of kitchen-tested recipes “that 
make it so simple a child can use 
it on any range.” 

Initial advertisements will be 
continued, with Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
Woman’s Day, and Woman’s Home 
Companion to be added to the 
list. Fuller & Smith & Ross, New 
York, is handling the campaign. 


American Issues First 


Rates Under New Name 

American Broadcasting Com- 
pany has issued its first rate card 
since the name was changed from 
the Blue Network, the new card 
to supplant card No. 32. In ad- 
dition to changes in rates for 18 
stations (in all cases but one, in- 
creases per evening hour), the 
card announces a revision in dis- 
count structure which enables an 
advertiser to order less than the 
full network and still earn maxi- 
mum discounts. It is dated Aug. 
1, 1945. 

Changes, which took place be- 
tween Jan. 1 and Aug. 1 of this 
year, include the addition of six 
stations, deletion of five, replac- 
ing of seven stations with seven 
others in as many cities, and re- 
grouping of seven stations. Total 
in rate card 32 was 188 affiliates 
plus two Canadian stations; the 
new card lists 193 affiliates. 


For 

Coverage of 
North Carolina’s, 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJ 


WINSTON-SALEM 


5000 WATTS — 600 KC 


* 
Representatives 


HEADLEY - REED COMPANY 
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Augspurger Promoted 


Charles H. Augspurger has been 
appointed director of public re- 
lations for the airplane division 
of Curtiss-Wright Corporation, 
Buffalo, N. Y., succeeding A. D 
Palmer Jr., who has resigned. 


Hoedt Appoints 


W. H. Hoedt Studios, Inc., Phil- 
adelphia, has announced the fol- 
lowing personnel changes: James 
Bishop, for the past four years 
in the Army air forces, photo- 
graphic division, appointed art 
and photographic critic and su- 
pervisor; Thomas M. Patterson, 
formerly art director and client 
contact, now devoting his entire 
time to client contact and sales 
work, and Harry E. G. Munch, 
for 20 years a Hoedt salesman, 
now a member of the board of 
directors. 


a. st = Nh Geet 


Horwitch Starts Firm 

Albert A. Horwitch, who re- 
cently resigned as president of 
the Martha Maid Mfg. Company, 
Chicago, has formed a new com- 


.|Pany under the name of Albert, 


Inc., with offices, showrooms and 
factory at 327 W. Adams St., 
Chicago. The new company will 
manufacture women’s undergar- 
ments, slips, nightgowns and pa- 
jamas. Kuttner & Kuttner, Chi- 
cago agency, has been named to 
launch ae national promotional 
campaign for the Albert line. 


To Commercial Credit 


Arthur F. Grant, with the Good- 
year Tire & Rubber Company’s 
public relations department, 
Akron, for the past three years, 
has been appvuinted director of 
publicity for the Commercial 
Credit Corporation, Baltimore. 


Mason Joins K&S 


with MacManus, John & Adams,|the advertising 
Detroit, has joined the Keeler &| Publications, Los Angeles, 
Cincinnati|lisher of Western Livestock Jour- 
nal and Western Dairy Journal, 


Stites Company, 
agency, as account executive. 


Randolph Mason, previously 


Stewert Joins Crow 


Arcadius J. Stewert has joined 
staff of Crow 


418 SO. MARKET STREET, CHICAGO 7, WABASH 3304 


NO...we are not trying to tempt you with a 
thick, juicy steak. We mean Christmas dinner 
for cows and other livestock on Southern farms— 
green, succulent grazing in winter, when cows up 
North are locked in snow-covered barns. 

Crop management to provide year-round grazing 
has long been a keynote of Progressive Farmer edi- 
torial policy. Today, in many sections of the South, 
good green grazing every month of the year is help- 
ing to increase milk, meat and egg production. 

Small grains or small grains in combination with 
winter legumes, seeded and fertilized in the late 
summer or early fall, supply low-cost, nutritious 
forage which animals themselves can harvest 
throughout the late fall and winter. By the time the 
livestock must be taken off, so grain can produce a 
crop of grain, warm-weather pastures are ready. 

As advocated by The Progressive Farmer, South- 
ern farmers are learning to use year-round grazing 
to save labor, increase profits from livestock and pro- 
tect land from erosion. This is one of the many 
reasons why livestock and livestock products have 


replaced cotton as the South’s chief source of cash 
farm income. 

- And, year-round grazing is just one phase of the 
South’s new year-round agriculture. Mild tempera- 
tures, ample rainfall, abundant sunshine and long 
growing seasons help to make The Progressive 
Farmer’s nearly a million subscribers more prosper- 
ous customers for what you have to sell. 
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The. Progressive-Farmer 


Advertising Offices: siRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Atlantic Launches Series 


The Atlantic Refining Company, 
Philadelphia, has launched a new 
series of 48 and 60-inch adver- 
tisements in more than 200 news- 
papers on the eastern seaboard. 
Action drawings of actual old- 
time cars are used to illustrate 
the theme “from the earliest days 
of the automobile Atlantic has 
been a leading ‘gas’.” N. W. Ayer 
& Son is the agency. 
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Oakland Area Bids 
for New Industry 
in Postwar Era 


Extensive "Work Pile’ 
Revealed; Special 


Surveys Offered 


Oakland, Cal., Aug. 15.— With 
“ready-to-go”” postwar construc- 
tion already totaling $231,635,000, 
the metropolitan Oakland area 
has gone all-out to sell America 
the idea that this region is “the 
natural industrial center of the 
new West.” 

The new _ construction figure, 
reached after a “work pile” sur- 
vey, is expected to provide jobs 
for more than 46,000 men in this 
area for the year following V-J 
Day. It is the metropolitan Oak- 


land area’s solution of the em- 
ployment problem during the re- 
conversion period. 


Adopt $100,000 Budget 


Then, to stimulate permanent 
postwar growth that will make 
the area the industrial hub of the 
Pacific Coast, Oakland and _ its 
neighbors are employing a $100,- 
000 annual advertising budget to 
attract new industries and ex- 
ploit the area’s wartime gains to 
the full. 

The postwar program of the Oak- 
land Chamber of Commerce was 
inaugurated early in 1943 through 
formation of the Oakland postwar 
planning committee—a joint en- 
terprise of the city of Oakland, 
the Chamber of Commerce and 
labor organizations. Objective of 
the committee was to inventory 
problems confronting the metro- 
politan Oakland area during the 
period after the war and to sug- 
gest possible answers, together 
with recommendations to the con- 
tinuing agencies which should 
handle plans for action in the 
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GRIT READER SURVEY — 


GRIT AMERICA speaks 
again in the 10th Annual 
§ GRIT READER SURVEY of 
Small Town buying habits, brand preferences 
2 and postwar plans, We've tabulated the 
results of 17,221 replies so that you'll 


know how Small Town families rank your products. 
The new SURVEY covers automobiles and accessories, 
drugs, foods, home appliances, insurance and soap. 
It also gives occupational and other data on families 
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GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


living in Small Towns under 2,500 population, 
Available to national advertisers and recognized 
advertising agents. Write for your copy today. 
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SMALL TOWN 
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AMERICA’S GREATEST FAMILY 
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postwar period, 

Behind the national advertising 
is the Metropolitan Oakland Area 
Committee, a joint enterprise of 
eight cities and two incorporated 
towns comprising the region— 
Alameda, Albany, Berkeley, Em- 
eryville, Hayward, Livermore, 
Oakland, Piedmont, Pleasanton, 
San .Leandro and rural communi- 
ties of Alameda county. Partici- 
pants contribute to the advertis- 
ing budget roughly on the basis 
of population. The campaign is 
financed entirely with tax money. 

Current advertising of the 
Metropolitan Oakland Area Com- 
mittee is appearing on the basis 
of six to eight insertions a year 
in Banking, Business Week, 
Forbes, Nation’s Business, News- 
week, and United States News. 
On a= slightly more frequent 
schedule, space also is being used 
in the New York Times and the 
eastern edition of the Wall Street 
Journal. 


Free Book Featured 


Feature of the 1945 promotion 
is a large-size, 48-page book 
“crammed with latest information 
and statistics about this fastest- 
growing market of the nation.” 
Contents of the book are slanted 
at industrial executives alert to 
postwar opportunities in the 
“eleven western states, the Orient, 
the World.” 

Each ad highlights a particular 
section of the book, with at-a- 
glance copy, statistics and illus- 
trations. Featured in certain of 
the ads is the free offer of a con- 
fidential special survey keyed to 
the individual problems of pros- 
pective companies. 

A strong publicity campaign 
parallels the advertising. Most 
recent of the publicity pieces is 
a new 40-page pictorial booklet 
with text and captions in English, 
French, Portuguese, Spanish and 
Russian, designed to illustrate the 
beauty as well as the agricultural, 
commercial and industrial im- 
portance of the area. This book- 
let was distributed to delegates 
at the recent United Nations se- 
curity conference at San Fran- 
cisco. 

Advertising is handled by two 
Oakland agencies: Emil Réin- 
hardt Advertising Agency and 
Ryder & Ingram, Ltd. Will Rogers 
Parker is director of advertising 
for the Metropolitan Oakland 
Area Committee, and Howard 
Sipe is director of publicity. 


Avoid Duplication 


Through the various sub-com- 
mittees of the Oakland postwar 
planning committee, more than 
1,000 persons took part in prepa- 
ration of the postwar plans. 
Through the joint cooperation of 
business, labor and government, 


NEW WEST—This is one in a national 
magazine series placed by the Metro- 
politan Oakland Area Committee, a 
joint enterprise of eight cities and two 
incorporated towns in the area. 


duplication of effort in the post- 
war planning was’ completely 
avoided. 

Illustrative of how material 
was collected for the area’s post- 
war program is the work of the 
“work pile’ committee. Work 
pile tabulations were compiled by 
local service clubs. Questionnaires 
were distributed by 400 members 
of the Rotary, Kiwanis, Exchange 
and Lions clubs. Club members 
participating in the work pile 
survey canvassed individual es- 
tablishments in an effort to de- 
termine what work will be 
undertaken at war’s end in ex- 
pansion, modernization, repairs 
and renovation of buildings. It 
was this group which determined 
the imposing “ready-to-go” vol- 
ume of construction, $231,635,000. 


Other Surveys Conducted 


Surveys of other committees 
covered population changes, man- 
ufacturing employment and pay- 
rolls, postwar jobs, bank deposits, 


LOOK IT UP in 
the MARKET DATA BOOK! 


/NDUSTRIAL 
MARKETING 


CONSUMER MARKETS EDITION 
= 
BUSINESS PUBLICATIONS EDITION 
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Figures show that folks in the Fort 


Smith area (that’s us Dillys) eat more 
and better food per capita than they 


do in Milwaukee, for example. 


work hard down here and it takes a lot 
of good food to keep us going. Not only 
the bread and butter variety either— 
but “fancy packs” as well. 
Why don’t YOU tell us about—Your 
Cereal, Your Coffee, Your Cakes, and 


“Bl Didby 


other good food? 


H TIMES 


FORT SMIT 


Fouthwest Cints 


31,016 ABC 


Yes, we 


RECORD 


*% In our 14-county area, the 
Fort Smith papers cover bet- 
ter than 20’, of the families 
in each of the 58 major 
towns. In fact, the average 
coverage of families in these 
towns is- 44',. 


*% Folks in Dilly-land are 
“hungry” for news about 
food. 


* You can reach them with 
EFFECT in the Fort Smith 
Papers .. and that’s a FACT. 


. Record 


Represented Nationally by BURKE, KUIPERS & MAHONEY, INC. 
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buying power, housing, etc. Prob- 
lems worked on included recon- 
version, wage stabilization,. con- 
tract termination, manpower ceil- 
ings and other emergency war 
measures confronting manufac- 
turers. 

The resulting industrial pro- 
gram seeks to promote the wel- 
fare and expansion of the 
Oakland area through: (1) Cre- 
ation of industrial payrolls by 
locating established industries in 
the area, by launching new local 
industries, and by aiding in ex- 
pansion of existing industries; 
(2) rendering service to the in- 
dustries already located in the 
area, and (3) rendering special 
service to business, commerce and 
agriculture when _ such _ service 
will benefit the industrial pro- 
gram. 

The fact-finding efforts of the 


metropolitan Oakland area show | 


that the population will continue 
to grow, that business will ex- 
pand, that foreign trade will 


| 


bring a new future to the area, | 


TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 


THE ONLY ABC-ABP PUBLICATION 
REACHING THESE EXECUTIVES 


Everyday Working Tool in Shipping 
and Transportation 


SUBSCRIPTIONS $15.00 A YEAR 
(52 issues) 


OVER 80% RENEWALS 
Write for Specific Market Data 


TRAFFIC WORLD 


(WEEKLY) 


CHICAGO 7, ILLINOIS 
418 so. aaoeey ST. 


NEW YorK 17, N. 


122 EAST 42nd STREET 


that the need for retention of 
semi-skilled and skilled labor is 
great, etc. 


Vanier Buys Plants 


John J. Vanier, president of 
Western Star Mill Company, Sa- 
lina, Kan., as head of a milling 
group, has purchased for an un- 
disclosed amount Inland Mills, 
Inc., and Beaver Valley Milling 
Company, both of Des Moines, Ia. 

Under the new ownership the 
two mills, consolidated in 1941, 
will be operated separately, with 


Guy C. Grimes continuing as In- 
land’s general manager, and Clar- 
ence F. Vandenburgh as _ sales 
manager. Managers of the Beaver 
Valley plant were not announced. 


Macy Plans First Branch 
Outside New York 


R. H. Macy & Co., New York, 
plans to construct a new store in 
White Plains, N. Y., its first 
branch outside New York City. 
Plans are contingent on purchase 
of a 100,000 square-foot site op- 
posite While Plains’ City Hall, 


the center of the business district. 

Macy has a branch at Park- 
chester, the Bronx, and last No- 
vember announced plans for post- 
war construction of a large branch 
in Jamaica, Queens. 


Meyer Joins Livingston 

Fred W. Meyer, who recently 
resigned as the national advertis- 
ing manager of the Honolulu Star 
Bulletin, has been appointed mar- 
keting and research director of 
Leon _ Livingston Advertising 
Agency, San Francisco. 


[Pa 


Joins Eye Catchers 


Regina Fisher, previously with 
the Stillman Studio, has joined 
the creative staff of Eye Catchers, 
New York, photo service agency. 


DEALER NEWS 


Weekly Automotive Newspaper 


Greatest PAID Circulation Coverage in 
World's Greatest Automotive Market! 


Main Office—112 W. 9th, Los Angeles (15) 
San Francisco (5), 681 Market 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen 


— its editorial or its advertising pages. And 
there are 700,000 others just like her! 
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Hammer Adds Accounts; 


Weston Joins Staff 

Hammer Advertising Agency, 
Hartford, Conn., has added the 
accounts of the Parkway Furni- 
ture Mfg. Company, Chelsea, 
Mass.; Apex Tool & Dye Com- 
pany, Meriden, Conn.; Sally’s Fur 
Studios, Hartford; Caine Novelty 


Company, New York, and the 
Bolger Company, New Haven, 
Conn. 


Paul Weston, Cambridge, Mass., 
has joined the agency as an ac- 
count executive. 


AUTHORITY 


Staff writers for American Restaurant Maga- 


zine are the industry's outstanding authorities 
... Leonore D. Freeman, quantity food stylist; 
Jessie Alice Cline, practical menu planner; 
Charles Wagner, kitchen engineer, and many 


others. Your advertising surrounded by such 


authority shares their prestige, 
faster. 


gains buyers 
Write for details of merchandising 
service. 


5 SOUTH 
\) WABASH 
AVENUE, 
CHICAGO 
3, ILL. 
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New Cé&O Drive 


The Chesapeake & Ohio Rail- 
way Company, in a new news- 
paper campaign of 300-line in- 
sertions scheduled for 446 news- 
papers, will give “a report on 
the prospects for postwar em- 
ployment in the industries served 
by the C&O lines.” The drive 
will begin with copy relating to 
the coal industry, and will cover 
10 industries in all. Kenyon & 


Eckhardt, New York, is’ the 
agency. 

WIBC Names Two 

Samuel R. White, previously 


director of sales promotion and 
merchandising, Station WIRE and 
the Indianapolis Star, has been 
appointed director of sales pro- 
motion for Station WIBC, Indian- 
apolis. Norman Perry Jr., for the 
past three years in the U. S. Navy, 
has been appointed director of 
public relations and special events 
for WIBC. 


McConnell Joins Agency 


Lieut. J. E. McConnell Jr., who 
recently was discharged after 
serving with the Canadian Army, 


|has joined the Montreal office of 


McConnell, Eastman & Co. Ltd. 
He is the son of the company 
president, J. E. McConnell Sr. 


McCollister to Simmons 


Frier McCollister has resigned 
as general manager of the Law- 
rence H. Selz Organization, Chi- 
cago, to become merchandising 
manager of the Simmons Com- 
pany, with offices in Chicago. 


Appoints Douma 


George M. Douma, previously 
with Wilson Bros. and before that 
with Butler Brothers, Chicago, 
has been appointed sales manager 
of national accounts of the Na- 
tional Enameling & Stamping 
Company, Milwaukee. His offices 
will be in the Merchandise Mart, 
Chicago. 


McCann Ups Johnson 


Russ Johnson, who joined Mc- 
Cann-Erickson, Inc., two years 
ago after six years as Hollywood 
program director for CBS, has 
been appointed vice-president in 
charge of radio production for 
the agency. 


USTRAVOXxX is the scien- 
tific training method...a 
portable, inexpensive sound 
slidefilm projector using records 
and slidefilm to present your 
exact and perfected training 
message in authoritative pic- 
tures and spoken words. 


@ © Cuts training time. A/ready 
field-tested and proved 
before the war by lead- 


ing industrial concerns, 


Illustravox efficiency was 


Ss 
Compact — 
easy tocarry 


further proved in military 


spoken words. 


training programs. Accelerated 
courses were cut from as much as six 
months to six weeks! Trainees 
remembered up to 25% longer than 
under former training methods. 
Over 75% of all sound slidefilm 


equipment now in use 15 Illustravox. 


@ @ Complete Coverage. In in- 
troducing new products, as in 
training, Illustravox saves vital 
man-hours. With Illustravox 


a: § 


In all types of training Iliustravox sound slide- 
film equipment is the most effective, the least expensive. 


In introducing new products IIlustravox 
reaches salesmen, distributors and potential buyers, 
telling your story in attention-arresting pictures and 


presentation your story can be 
told everywhere at the same 
time... always the same... 
always accurate. 


@ @ Commercial film producers 
are experienced in the writing 
and production of film and re- 
cordings for use with Illustravox. 
You will also find the Illustravox 
booklet, ‘The Iilustrated Voice” 
helpful in planning your postwar 
training program. Write for it 
today. The Magnavox Company, 
Illustravox Division, Dept. AA-8 
... Fort Wayne 4, Indiana. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma navox COMPANY: FT. WAYNE 


/ 
MAKERS OF FINE RADIO-PHONOGRAPHS 
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series of recollections. 


BY H. C. 


In place of a recollection of the 
past this paragraph is a question 
on the future. What effect is the 
war having on the ability of copy- 
writers to produce copy that sells 
the goods? 

Perhaps it is 
a question 
oftenest asked 
by veteran 
copywriters. 
They describe 
the present sit- 
uation about as 
follows: ‘‘We 
ask Washington 
for some war 
pictures. We se- 
lect one and use 
it in our layout. 
Then we write 
copy that says, ‘All our capacity is 
devoted to the production of war 
material but remember we are 
planning when peace comes to of- 
fer you a superior, an approved 
product.’ Such advertising is too 
easily produced. We cannot tell 
whether or not it would sell goods. 
Especially when we end with a 
sentence that practically begs the 
reader’s pardon if we have created 
a desire for something that he can- 
not obtain, that perhaps does not 
even exist.” 


Need for Copy Testing 


Maybe copy testing is not a 
major activity under these condi- 
tions but it should revive when 
advertising has to accomplish more 
than keep a name alive. 


H. C. Briney 


Recollections... VII 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BRINEY 


scale may benefit advertising but 
I would be a skeptic on an almost 
universal use of it. I would want 
to keep a rein on copy testing just 
as I would want to do on market 
research. One might be testing 


copy when he should be really ad-- 


vertising. 

My experience in copy testing 
was based upon returns to adver- 
tising. Some authorities then said 
that mail orders were the measure 
of the power of copy: to sell goods. 

They declared that one didn’t 
know whether or not he could 
write convincing copy until the or- 
ders had been counted. 


Returns Take Too Long 


I admit yet that I anxiously 
awaited returns on copy that was 
supposed to bring in coupons or, 


New Underworld of 
Stack Racketeers 

te 4 Sound Lidity Wie 3 

— Bear Desdend Record 


pe Common. Stock 
Program lor $5,009 


Copy testing on a_ reasonable 


retty 
as a 


tial population increase 
every census since official 
figures were available. 


Include San Diego in your 
future sales plans. The 
Union and Tribune-Sun 
will help do the selling job! 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago e Denver e Seattle 
Portiand © San Francisco « Los Angeles 


picture! 


fee the years. ahead 


This “pretty picture” is based on San Diego’s outstand- 
ing year ’round tourist attraction, expanding agricul- 
tural and fishing wealth, industrial growth created by a 
half million county population, strategic postwar naval 
and military installations and a reputation for a substan- 


[hati San Diegos sales ovittook 
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better still, orders. But sometimes 
one had to wait so long for final 
results. On home building mate- 
rials, for example, an average of 
18 months elapsed between the 
writing of an inquiry and the plac- 
ing of an order—if the home were 
actually built at all. Maybe the 
higher speed expected in a post- 
war world will reduce the interval 
between inquiry and order but 
even then mail order advertising 
hardly can give its answer so 
quickly as can retail store adver- 
tising. 

By ten o’clock on the morning 
your advertising appears you learn 
whether your copy had any kick, 
appeal, wallop, selling power—call 
it what you will. 


Defines ‘Merchandising’ | 


I never wrote retail store copy 
on any big scale. Of course, there 
were advertisements that dealers 
were urged to use locally in co- 
operation with the national adver- 
tising of the manufacturer. 
Incidentally, one of my oldest 
advertising acquaintances said he 
really wondered whether he ever 
would know anything about. “mer- 
chandising’—a word he _ heard 
used with such spirit of reverence 
and mystery — until he found out 
that “merchandising” was the of- 
fering to dealers, free, electrotypes 
of the so-called dealer copy he had 
written. 

But without a retail store job I 
did have several retail copy test- 
ing experiences. Two or three were 
on clothing and were interesting 
enough to gain a place of perma- 
nence in my recollections. 


A Hurry-Up Job 


Perhaps it was as late as the 
middle of August in 1918 when I 
received a telephone call from 
Earle Barber, sales manager of Al- 
fred Decker & Cohn, to hurry right 
over. No time, after introducing 
me to the man with him, was lost 
in getting down to business. In 
mighty few minutes I learned that 
this man from Famous-Barr, big 
St. Louis department store, had 
bought all the “cats and dogs,” all 
the unsold suits of the spring and 
summer seasons. Even then they 
were being crated and hauled 
away for shipment and would be 
in stock the next morning. The 
store’s advertising manager was 
on vacation in Atlantic City. It 
was up to me to get up an adver- 
tisement immediately, one the 
store manager could take with him 


DISTINCTIVE OUTDOOR DISPLAYS 


GOES THE 
TRAFFIC COUNT 


And UP goes readership of your 
highway displays. Cash in on 
this upward trend. Select choice 
locations NOW for erection of 
displays later as the traffic count 
continues to soar. Modern styl- 
ing, sound construction, and reg- 
vlar maintenance of National 
Advertising Company highway 
displays offer permanent adver- 
tising and low cost repetition. 


“Sign up” today. 


*Write today for your Free 
Copy of “Facts About High- 
way Advertising Today.” 


COMPANY 


WESTMINST ER, 


that afternoon and have inserted 
in tomorrow morning’s newspaper, 
and one that would sell the clothes. 

In the middle of August a low 
price would be a big factor in sell- 
ing the passé patterns and styles 
of the past spring. But even a half- 
price appeal would have to be 
hooked up with some other reason 
for buying those clothes right then, 
especially as many numbers were 
rather extreme in cut and pattern. 

We were seeking a timely appeal 


and suddenly it came in the reali- 


zation that schools and colleges 
soon would open and sons had to 
be gotten ready to go. What better 
appeal to the parents who would 
pay the bill than the opportunity 
to get two suits for the boy at the 
price of one? What better appeal 
to the youths themselves than two 
snappy suits of good tailoring and 
fine fabrics instead of just one 
suit? 
Brings Out the Cops 

Anyway we thought of nothing 

better so I hurried back to our of- 


fices and by four o’clock was back 
with the layout, copy, and art work 
for a newspaper spread. The store 
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$89,000. That made it a conclusive 
test. 
A second test was not so speedy 


manager took the stuff with him| but, to me, was not less interest- 


and about eleven o’clock the next 
morning the sales manager got a 
wire from him saying the store 
had had to call the cops in to keep 
the boys from wrecking the store 
—themselves and the parents ac- 
companying some of them. 

That was a quick test. And the 
morning after, the store manager 


ing. It was originated by a tele- 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. S. and 
foreign countries — Astronomical Mat- 
ter, Weather Forecasts, Astrological 
Data, Planting Tables, Fishing Calen- 
dars etc. 


HART WRIGHT CO. 


wired that the day’s sales had been 


Penn Yan, N. Y. 


% “AMONG ONE MONTH'S NEW aa SCRIBERS : 


Zuber Tire Co. 

J. N. Flores G Bros. 
Snell-Hocker Hdw. Co. 
Williamson County Equip. Co. 
Bohls Store 

Ala. Elec. Cooperative 
A. B. McLeod Elec. Co. 
O. D. Elland Variety Store 
Childersburg Mercantile 
Boyd G Co. 

Gox Hdwe. Co. 

Putnam Furn. Co. 
Straten-McPeters Furn. Co. 
Coplin Hdwe. Co. 

Doss Hdwe. & Furn. Co. 
Délaney Specialty Co: 
Weinacker Brothers 
Walther Bros. Co. 

Faucet Bros. 

L. C. Adler G Co. 
Spangler's 

C. W. Lewis Furn. Co. 
Martin Hdwe. 

Brown Supply Co. 

1. C. Furniture G Stove Co. 
Griffin Elec. Co. 

Sou. Elec. & Appl. Co. 
Gulfaort Hdwe. 

George Elec. Shop 

Les Leavitt Appl. Serv 
Foosca Elec. Serv 
Melrose Elec. Co 

Nolan Etec. Co 

Frank Straw 

AlSany Storage G Furn Co. 
Rose Elec. Co. 

Schiffer Distributing Co. 
E. L. Lassetter 
Rhodes-Collins Furn. Co. 
Jack Starr 

Green Furn. Co. 

S. C. Denny 
Kaufman-Straus Co. 
Pierce Bros. 

Jones Elec. Co. 

Semon Servicenter, Inc. 
Burroughs Bros. Elec. Serv. 
Easy Furn. Co., Inc. 
Modern Appl. Co. 

Sears Roebuck G Co. 
Kaemmerlen Elec. Co. 
Sterling Elec. Co. 

Karl Bosse 

R. B. Whitley G Co. 

H, B. Sarwick 

Mill and Marine Elec., Inc 
M. B, Garner 

W. A. McBane 

Dalton Public Service Co. 
Walton Electric Co. 
Southwest Auto Supply 
Fred Fink 

O'Neal Electric Co. 

Elec. Appl. G Furn. Co. 
City Refrig. G Elec Co. 
Mills Elec. Shop 

Dixie Elec. Co. é 
Ethington Elec. Service 
Westinghouse Elec. G Supply Co. 
Furrow Elec. Co. 

Pruett Elec. Co. 

Electric Shop 

Bob Greggs 

Wodtke Elec. Shop 
Bartlett Elec. Co. 

Home Furniture Store 
Shaw Distributing Co. 
Rankin-Armstrong Co. 
Carolina Power G Light Co 
H. Berger G Son Furn. Co. 
Smith’s Cash Service 

Van Gilder’s 

Standard Elec. Co. 
Cameron G Barkley Co. 
Southern Furn. Sales Co 
Bryant G Trimble, Inc. 
Townsend Hdwe. Co. 
Jones Hdwe. 

McFarland Appl. Co. 
Jacobs Sros. Elec. Co 
Reichardt Elec. Co. 
Norman R, Cunningham 
Ear! Miller 

Southwestern Appl. Co. 
Maytag Waco Co. 

O. F. Carmack 

R. L. Davidson Hdwe. 
Hopkins Equip. Co. 

W. R. Monty 

Max Barnett Furn. Co 
Charles Electrical Co 
Hanle Elec. Co. 

H. E. Mooneyham 

Brown Furn. G Rug Shop 
Cashwell’s, Inc. 


Houston, Texas Automotive 

San Antonio, Texas Dealer 

San Antonio, Texas Hdwe. G Elec. Dealer 
Taylor, Texas Farm Equipment 
Gainesville, Texas Hdwe. G Appl. Dealer 
Andalusia, Ala. Dealer 

Anniston, Ala. Dealer-Contractor 
Birmingham,Ala. General Store 
Childersburg, Ala. General Store 
Enterprise, Ala. Dealer 

Florala, Ala. Hdwe. G Appl. Dealer 
Florence, Ala. Fern. ppl. Dealér 
Florence, Ala. Furn. G Elec. Dealer 
Guntersville, Ala. Hdwe. G Appl. Dealer 


C GD Distributing Co. 
Askins Elec. Co. 

Curtis Elec. Co. 

Lookout Distributors 
Home G Farm Hdwe. Co. 
Walter Young, Jr. 

Mays Elec. Serv. 

Jean Supply Store 
Atteberry Elec. Co. 


H. E. Beall Elec. Contracting Co. 


Pfeiffer Elec. Ca. 
Nathan Altman Elec. Co. 
Scott-Hamilton Elec. Co. 


Charleston, S. C. 
Chesnee, S. C. 
Chattanooga, Tenn. 
Chattanooga, Tenn. 
Chattanooga, Tenn. 
Chattanooga, Tenn. 
Dallas, Texas 
Farmersville, Texas 
Freeport, Texas 
Galveston, Texas 
Houston, Texas 
San Antonio, Texas 
Arlington, Texas 


. Jobber 


Dealer-Contractor 
Contractor 
Jobber 


Hdwe G Elec. Dealer 


Dealer 

Contractor 

Dealer 
Dealer-Contractor 
Contractor 
Dealer-Contractor 
Dealer-Contractor 
Dealer-Contractor 


Babcock Bros. Auto Supply Cleburne, Texas 


Automotive 


Hartselle, Ala. 


Hardware G Furn 


Mobile, Ala. Dealer 
Mobile, Ala. Dealer 
Montgomery, Ala. Jobber 
Northport, Ala. Dealer 
Selma, Ala. Dealer 
Town Creek, Ala. Dealer 


Tuscaloosa, Ala. 


Furn. G Appl. Dealer 


Wetumpka, Ala. Hardware 

Little Rock, Ark. Jobber 
Washington, D. C. Furniture 

Ft. Lauderdale, Fla, Jobber 

Ft. Lauderdale, Fla, aler 

Gulfport, Fla. ardware 
Hollywood, Fla. Contractor 
Jacksonville,Fla. Dealer 

Miami, Fla, Dealer 

Miami, Fla. Dealer 

S. Miami, Fla. Contractor 
Miami, Fla. Contractor 
Albany, Ga. Furniture 

Atlanta, Ga. Contractor 
Atlanta, Ga. Jobber 

Rossville, Ga. Dealer-Contractor 
Valdosta, Ga. Furniture 

Garden City, Kansas Dealer-Contractor 
McPherson, Kansas Furniture 
Cynthiania, Ky. Dealer 

Louisville, Ky. Dept. Store 

Baton Rouge, La. Dealer-Contractor 
West Monroe, La. Dealer-Contractor 
Shreveport, La. Dept. Store 
Rockville, Md. Dealer-Contractor 
Hattiesburg, Miss. Furniture 
Hattiesburg, Miss. Dealer 
Hattiesburg, Miss. Dept. Store 

St. Louis, Mo. Contractor 

St. Louis, Mo. Dealer-Contractor 
Brevard, N. C. Contractor 
Clayton, N.C. Dealer 

Clinton, N. C. Dealer-Contractor 
Gastonia, N. C. Contractor 
Goldston, N. C. Déaler-Contra 
Greensboro, N. C. Contracto: 

Dalton, Ga. Dealer 

Griffin, Ga. Dea 

Caney, Kansas A 

Towson, Md. 


Gulfport, Miss. 
Forest City, N. C. 
High Point, N. C. 


Statesville, N.C. Desist 
ery oy —. Furniture stores, hardware stores, automotive 

Columbia, S. C. stores, and department stores, as well as electrical ' 
Bristol, Tenn. distributors, dealers, contractor-dealers, and utili- ers 

Kilgore, Texas ties throughout the South and Southwest are cons- actors 
a” cious of the tremendous postwar market for electri- a 

Vero Beach, Fla. cal appliances in the territory. 

Asheville, N. C. The list shown is typical of the new subscribers 

Paid nag being received each month for ELECTRICAL iiss 


Gastonia, N. 
Raleigh, N. 
Wilmingto 
Wilmingto 

Ada, Okla. 

Okla. City, @kla. 
Charleston, S. C. 
Chattanooga, T: 
Chattanooga, T 
Jackson, Ten 
Memphis, Tenn 
Center, Texas 
Houston, Texa 
Houston, Texa 
Austin, Texas 
San Antonio, 
Amarillo, Texas 
Waco, Texas 
Roanoke, Va. 
Cocoa, Fla. 
Atlanta, Ga. 
Louisville, Ky. 
New’ Orleans, La. 


SOUTH and indicates the distributors and dealers ecter 
in varied lines who are now making their plans to 


S. G. McDianahan G Son 

Wolf & Klar 

Home G Auto Supply Store 
Cliff McMahon Elec. Appliances 
Elmore’s Radio Shop 

Modern Appl. Store 

Bowman Radio G Elec. Shop 
Smith Elec. Serv. 

Cut Rate Furn, Store 
Southside Hdwe. Co. 

Hicks Radio Supply 

Ideal Radio Serv. 
Foster-Thornburg Hdwe. Co. 
Crew Hdwe. Co. 

Ala. Appl. Co. 

The Ark 

Byrum Hdwe. Co. 

E. E. Forbes G Sons Piano Co. 
Long-Lewis Hdwe. Co. 
Spradley’s Hdwe. G Seed Store 
Wilson Hdwe. & Grocery Store 
Florala Seed Store 

The S. S. L. Stores 

Ginn Farm Supply Store 

J. E. Sandlin Hdwe. Co. 
Davis Avenue Supply Co. 
McDavid Supply Co. 


Cleburne, Texas Dealer 
Ft. Worth, Texas Jewelry G Elec. Dealer 


Gainesville, Texas Automotive 
Gainesville, Texas Dealer 
Pilot Point, Texas Radio 
Stephenville, Texas Dealer 


Weatherford, Texas Radio 
Weatherford, Texas Dealer-Contractor 


Lynchburg, Va. Furniture 
Richmond, Va. Hardware 
Charleston, W. Va. Radio 
Charleston, W. Va. Radio 
Huntington, W. Va. Hardware 
Anniston, Ala. Hardware 
Birmingham, Ala. Jobber 
Birmingham, Ala. General Store 
Birmingham, Ala. Hardware 
Birmingham, Ala. Pianos G Radios 
Birmingham, Ala, Hardware 


Hdwe. G Appl. Dealér 
Hardware G Grocery 


Birmingham, Ala. 
Castleberry, Ala. 


Florala, Ala. Seed 
Florence, Ala. Dealer 

Ginn, Ala. Farm Supply 
Huntsville, Ala. Hardware 
Mobile, Ala. Dealer 
Mobile, Ala. Dealer 


Loeb Hdwe. Co. 

W. P. Owens Furn. Co. 
City Appliance Co. 

J. O. Callahan & Sons 
Conway Elec, Co. 


Montgomery, Ala. 
Prichard, Ala. 
Talladega, Ala. 
Black Rock, Ark. 


Hardware Jobber 


Furn. G Elec. Dealer 


Dealer-Contractor 
Dealer-Contractor 


McCarty Furn. Co. 
Arkansas Elec. Co. 
Heffner Elec. 

Park Hill Furn. Store 
Samuel Bain G Sons 
W. M. Warsaw 
White Furn. Co. 
Palmer Appl. Co. 
Snow Supply Co. 


Conway, Ark. Dealer-Contractor 
Helena, Ark. Furn. G Elec. Dealer 
Little Rock, Ark. Jobber 

Little Rock, Ark. Dealer 


N. Little Rock, Ark. Furn. G Elec. Dealer 


Oe hecthical Conscious Minha ji 


sell electrical appliances. 


The fact these alert companies are subscribing to 
ELECTRICAL SOUTH is further proof of the 
wide acceptance of the publication as the merchan- 
dising authority of the South’s electrical industry. i 
No other paper or combination of papers offers 
equal coverage of the Southern market. Be sure 
ELECTRICAL SOUTH is on your schedule. - 


ELECTRICAL SOUTH 

Q,. Cx SUC Pee 
GRANT BLDG. ATLA 
Member A.B.C.—A.B.P. 
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Baltimore, Md. Co 
Baltimore, Md. Dealer 
Burlington, N. C. Cantractor 
Greensboro, N. C. Furniture 
Greensboro, N. C Jobber 


& Furn 
dwe. Sto 
leasant Grove Serv 
Jimmy Taylor Elec. Co. 
Valley Weathermakers 


Pine Bluff, Ark. Dept. Store 
Washington, D. C. Dealer 
Jacksonyille, Fla. Furn. G Appl. Dealer 
Jacksonville, Fla. Dealer 
Jacksonville, Fla. Dealer 
iami, Fla. Furn. G Appl. Dealer 
Furniture 
Dealer-Contractot 
ber 
iture 


ontractor 


tractor 
LICATION Jobber 
NTA 3, GA. 
, Store 
ber 
Jobber 
Jobber 
ar 5 Furn. & Elec. Dealer 
Memphis, tenn. Hdwe. G Elec. Dealer 
Dallas, Texas Dealer 


Contractor 
Dealer-Contractor 


Austin, Texas 
Harlingen. Texas 
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phone call from the same sales 
manager in 1919. There seemed to 
be a buyers’ strike in Detroit 
where a dealer—George & Henry 
—had about $300,000 worth of 
clothes on hand and both dealer 
and manufacturer wanted to turn 
that stock into money. 
Advertising the clothes at 20% 
off, at one-third off, and, within 
the past few days, at half off 
hadn’t done a thing, so would I go 
over that night and see what I 


could do. “Anything you do will 
be all right, so go over and take 
complete charge.” 


Checks Ad Appeals 


Before going to the dealer the 
first thing next morning, I went to 
two newspaper offices and checked 
up on the clothing advertising of 
the weeks that had passed after 
the real spring selling season was 
over. 

The trouble appeared general. 
All dealers save one were adver- 
| tising at half off after having tried 
the third off appeal. The excep- 
tion was one who featured a 20% 
off sale and the newspaper men 
said that dealer had a reputation 
for having “bargains” when he of- 
'fered them. 

Then I interviewed the dealers 
and found that the one selling at 
20% off was the only one doing 
any real business. I finally got to 
the dealer who was the objective 
of my trip. There was no doubt 


fact. He was reading proof, when I 
introduced myself, of a big, half- 
off newspaper advertisement. 

He was glad to see me and, 
like the manufacturer’s _ sales 
manager, said I now had com- 
plete charge. My first suggestion 
was to remove from the store, 
outside and in, every evidence 
that a “sale” was going on. My 
second was to stop all half-off 
advertising. My third was to loaf 
around the store a while talking 
to the clerks as well as to the 
proprietor. 

Then to the hotel, where I 
spent nearly the whole night writ- 
ing some copy on what maybe 
could be called the “philosophy” 
of reduced price sales. They were 
“copy” advertisements, three col- 
umns as I recollect, with a modest 
display of the goods, the brand 
name, and the dealer signature. 


Outlines Philosophy 


I “argued” with the reader that 
any percentage off had no true 


Suee | that he was advertising at half off. 
There were displays, outside and 
inside the store, proclaiming that 


and prospective buyer of 
product, 


significance unless he, the reader 
the 
knew something about 


M & F CIRCULATION CENSUS 


SPOTLIGHTS YOUR MARKETS 


1200 FIELD MEN 
DIG OUT PERTINENT 
“WHO'S WHO” DATA! 


Mill & Factory’s Circulation Census of key 
trading areas is unique in publishing procedure. 
It is made possible by the experience and co- 
operation of 132 leading Industrial Distribu- 
tors, whose 1200 salesmen call regularly at every 
worthwhile plant in America. Their fresh- 
from-the-field findings show: 


1. Total number of worthwhile plants. 


2. Their authoritative financial ratings. 


3. Names and positions of men in these 
plants who receive and read Mill & 


Factory regularly. 


PLANT RATING & COVERAGE TABLE 
TOLEDO TRADING AREA 


No. of Plants 
(Excluding Plants Receiving Readers In 


Ratings: branches, Mill & Factory These Plants 
warehouses) 
AAA 75 75 100% 138 
AA 35 35 100% 43 
A 18 18 100% 22 
B 29 29 100% 36 
c 29 29° + 100% 30 
Others . 152 218 


MILL & FACTORY’S CIRCULATION 
... covers all worthwhile plants in trading area. 
*. reaches the men who can say “YES!” and make 
it stick. 
“Includes unrated plants of substantial buying power. 


Sales & Ad Managers say: 
“Its Brass-Tack Approach saves 
Time - saves Guessing” 


Advertising and Sales Managers are enthusi- 
astic in their praise of the M & F Circulation 
Census — say it is a made-to-order “yardstick” 
for accurate measurement of vital postwar 
markets. You, too, will find it useful — helpful 
—a microscopic closeup of exactly what your 
advertising dollars can buy. 


TOLEDO 
TRADING AREA 


Typical example of the 132 lucrative trading areas to 
be highlighted by Mill & Factory’s Circulation Census 
is Lucas County, which comprises the Toledo trading 
area. Proved coverage of key men in all the important 
plants in this area makes MILL & FACTORY the 
number one medium to reach the men responsible for 
the big volume buying. 


* * 


WRITE or call CONOVER-MAST CORPORATION — 
205 E. 42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Bidg., Cleveland 14; Duncan A. Scott 
& Co., West Coast Representatives, Mills Bldg., San 
Francisco 4; and Pershing Square Bldg., Los Angeles 13. 


the quality of the product and the 
reputation of the dealer for fair 
dealing. 

Well, you probably have an 
idea of what the copy was like 
and we.ran it either three or four 
days and then announced a Third 
Off Sale. 


The Public Forgets 


People’s memory of advertising 
certainly proved to _ be _ short. 
Within a week they had forgotten 
that Half Off Sale I had stopped 
and were so impressed, I’ll say, 
by my philosophy-of-sales adver- 
tising that when the Third Off 
Sale was announced they gave the 
store the biggest day it had had 
so far that year—and the season 
had been over for weeks. 

I never had to try such an ex- 
periment again so the big lesson 
I got from the experience was 
“Out of sight out of mind.” Of 
course, I had heard and read that 
one has to keep everlastingly at 
it to advertise successfully but I 
never before knew how quickly 
the public could forget what an 
advertiser had said. 


Two Join BBDO 


Robert C. Neville, previously 
in the public relations department 
of Douglas Aircraft Company, has 
joined Batton, Barten, Durstine 
& Osborn, Los Angeles. He will 
handle the North American Avia- 
tion account. Dan J. Donnelly, 
recently with Don Lee Broadcast- 
ing System stations, has joined 
the BBDO Los Angeles office as 
account executive for Capitol 
Records, Inc., Hollywood. 


Handles Grove Tablets 


The Toronto office of Vickers 
& Benson has been named to di- 
rect Canadian advertising for 
Grove’s cold tablets, made by 
Grove Laboratories, St. Louis. 
Baker Advertising Agency, To- 
ronto, will handle campaigns for 
Grove’s 4-Way and Pazo tablets 
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Erwin, Wasey Appoints 
Tveter Market Head 


T. Norman Tveter, who has 
been with Erwin, Wasey & Co., 
New York, for the past 23 years, 
has been appointed head of the 
markets and media department, 
succeeding John Sturdivant, who 
will devote his time to client serv- 
ice and other agency duties. 

Mr. Tveter is chairman of the 
executive board of the Media 
Men’s Association of New York 
and was its president last year. 
A member of the weekly news- 
paper committee of the Four A’s, 
he recently became vice-president 
and director in an advisory ca- 
pacity to The Engineer’s Digest, 
new _ technological publication 
covering contents of foreign tech- 
nical journals for the _ scientific 
and industrial fields. 


General Cable Plans 
Atomic Bomb Tribute 


General Cable Corporation, 
through Moser & Cotina, New 
York, has scheduled an insertion 
of 1,000 lines to run in 25 news- 
papers throughout the country 
paying tribute “to all those who 
helped in the greatest scientific 
achievement... the atomic bomb.” 

A short final paragraph notes 
that General Cable “is also justly 
proud of the contribution made 
by its own staff ... in the pro- 
duction of this device of war... 
and of peace.” 


McMillan to Grant 


David McMillan, who recently 
resigned as director and _ vice- 
president of Erwin, Wasey of 
Canada Ltd., Toronto, has joined 
Grant Advertising, Inc., Chicago, 
as an account executive, with of- 
fices in Toronto. 


Neolite Appoints 


Neolite Ltd., Vancouver, B. C., 
has appointed McConnell, East- 
man & Co., Vancouver, to handle 
its advertising, which will be con- 
fined to British Columbia for the 


and other products. 


present. 
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Here Increase 
Fifty Million 


Long Beach ba 
ave gone up at 
the Seventh War 
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nk deposits 

conclusion of 

oan drive 

an increase of $50 

— as - June 30, in ihe 
n 

— 30 iene concerns over 
Total on depesit here was 


$229,0 
~ ee as of last Saturday 
close of the fiscal year, a 


Bank Deposits 


| In Spite of Record 

) War Bond Sales, 

Year Gain is Over 

20° for ‘‘America’s 

No. 1 Effective 

Buying Income 
City!"’ 


ONLY LONG BEACH PAPER PUBLISHED 


OWLY LONG BEACH PAPER SERVED BY 
H DAILY COMIC PAGE. 


OWLY LONG BEACH PAPER WIT 
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TH SUNDAY COLOR 


ITH CIRCULATION 


SEVEN DAYS EACH WEEK. 
ASSOCIATED PRESS AND UNITED PRESS. 
comics AND MAGAZINE. 

Im VITAL SUBURBAN TRADE AREA. 
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Forecasts Greater 
Latin American 


Market for Goods 


Rochester, N. Y., Aug. 14.—Great 
new opportunities await American 
business in Latin America, George 
F. Kroha,_ vice-president in 
charge of sales of the Pfaudler 
Company, told the Rochester 
Sales Executives Club last week, 
following a 30,000-mile trip 
through South America studying 
business possibilities. 

Calling attention to the fact that 
gold dollar exchange and trade 
balances in Latin America have 
Pyramided to $3,000,000,000, “and 
we can look for some heavy buy- 
ing of U. S. manufactured prod- 
ucts by Latin Americans,” he 
said there is a rich opportunity 
to serve our neighbors to the south 
and make some money doing it. 


Much Progress Made 


“Latin America has _ forged 
ahead a quarter of a century in 
five years,” Mr. Kroha said, “and 
part and parcel of this forward 
movement has been the spectacu- 
lar internal development of the 
industries of Latin America, 
notably in Brazil, Argentina, Co- 
lombia and Mexico. 

“With the complete disappear- 
ance of Germany as an important 
supplier to Latin America, and 
with only the British empire and 
the United States left as outside 
sources of supply for machines and 
other industrial products, Latin 
America has partially met the 
challenge herself. 


Will Export Own Goods 


“Brazil and Argentina as well 
as some of the other republics, op- 
erating as the third great manu- 
facturing unit of the world, are 
planning to export some of their 
own manufactured products to Eu- 
rope and the United States.” 


Mr. Kroha said that while many 
products will have to be manu- 
factured in Latin America, “there 
is also a long list of products for 
which new needs will be created 
by virtue of Latin American in- 
dustrialization. Tremendous back- 
logs of orders for American-made 
goods have been developed in 
Latin America. 

“Latin America. generally, has 
come to the stage where it be- 
lieve that shipment of United 
States-made goods will shortly be 
resumed on a larger scale, and 
they look to the United States as 
a prime supplier.” 


Polk Shifts Two, 
Appoints Fritzlen 


William G. Wahl, manager of 
the R. L. Polk & Co. Philadelphia 
office for the past 10 years, has 
joined the company’s national 
staff as a direct mail division rep- 
resentative in Detroit. He will be 
succeeded in Philadelphia by W. 
K. Griffin, previously branch sales 
manager. 

Jack <A. Fritzlen, previously 
public relations director in In- 
dianapolis of the United States 
Rubber Company and before that 
advertising manager of the Sof- 
skin Company, Findlay, O., has 
joined Polk’s creative and mer- 
chandising staff, direct. mail di- 
vision. 


Agency Changes Name 

Bass-Luckoff Agency, Detroit, 
has changed its name to Bass, 
Luckoff & Wayburn, with the ap- 
pointment of Leon S. Wayburn to 
an executive position. Millard F. 
Thompson has joined the agency 
as production manager. 


Mission Pak Appoints 


Mission Pak Company, packers 
of California fruits, has appointed 
Hillman-Shane-Breyer, Los An- 
geles, to handle its advertising. 
Radio, newspapers and outdoor 
will be used. Molly Lewin has 
been named publicity director of 
the agency. 


Recent adjustment of freight rates, favorable to the South, adds a 
powerful economic leverage to the post-war industrial advancement of 


the section in which Nashville is an important center. Another such 


factor is TVA, with its cheap electric power and its social betterment. 


Still another is the proximity of Nashville to tremendous natural re- 


sources. Three compelling reasons 


for future industrial growth and 


prosperity in this market area, which will continue to be blanketed, as 


now, by Nashville’s two great newspapers. 


NASHVILLE CITY ZONE POPULATION....... 257,726 


NASHVILLE MARKET POPULATION 


ashville Banner 


EVENING 


neeewvenes 920,843 


The Nashville Tennessean 


MORNING 


SUNDAY 


_ NEWSPAPER PRINTING CORPORATION. ACENT 


fesented? by The 


Branham €Com gp an 


TIME TRAVELER... 


Though man flies on the wings of time, only 
through ideas can he project himself into 
future time. For man’s ideas, alone, is re- 
served the gift of time travel. An idea, 
soundly rooted and carried out with in- 
spired faith of purpose, is at once of the 
past, the present, and the future. Such an 
enduring idea is Sellevision—the KSTP con- 
cept of station betterment. The far-sighted 
awareness of effective programming and 
promotion . the determination and the 
know-how to do a comprehensive job of 
both the continuity of our state-wide 
audience promotions for the past four years 
... the exclusive merchandising machinery 
we call Planalyzed Promotion ... these are 
“ithe concrete things that make an idea, 
Sellevision . . . time traveler. 
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CATALOG 
MANAGER 


Progressive Chicago firm can offer 
unusual opportunity to a creative 
man familiar with catalog pro- 
cedure. Although not a mail or- 
der firm, our catalog, displaying 
all types of nationally advertised 
merchandise, is our best medium. 
We are interested in talking to a 
young man who can step into 
this executive position and show 
outstanding results. His immedi- 
ate reward will be a liberal salary 
and an achievement bonus. He 
will determine his future. 


Please give us full details of your 
business experience. The informa- 
tion will be held in strict confi- 
dence. 


Box 6201, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WANTED! 


CIRCULATION 
MANAGER 


For Fraternal Magazine with 
Growing Mailing List 
Publication office in Kansas City, 
Missouri. No promotional work or 
selling involved. Duties confined 
to efficient operation of mailing list 
clerical and mechanical depart- 
ments in processing upwards of 
one million subscriptions. Pre- 
pared to make attractive proposi- 
tion to man who is now similarly 
employed or who was engaged in 
this work prior to military service. 
Postwar security assured. Write or 

wire. 
Box 6204, Advetising Age 
100 E. Ohio St., Chicago 11, Ill. 


i 


a 


Wanted,” ‘Representatives 
50 cents a line, minimum charge $2. 


card rates. 


Wednesday noon preceding publication date. 


The Advertising Market Place— 


The rates for this department are as follows: 
Wanted,” 


“Help Wanted,” 

and “Representatives Available,” 
Terms cash with order. Forms close 
Display advertisements take 


‘*Positions 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR 
OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general 
industrial trade journals. Consider 
ambitious, interested veterans, be- 
ginners. Salary. Real future. Promi- 
nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


TECHNICAL COPYWRITER 
Unusually attractive opportunity for 
an experienced technical copywriter 
who desires a permanent connection 
with Adv. Dept. of fast growing De- 
troit manufacturer operating nation- 
ally and affiliated with one of the 
nation’s leading corporations. Must 
be thoroughly experienced and com- 
petent to assume full responsibility 
for the writing of technical adver- 
tisements, manuals, direct mail, etc. 
Capable of personally securing tech- 
nical facts from sales and engineer- 
ing—as well as from the field when 
necessary—and interpreting those 
facts in clear, forceful style. This is 
an excellent chance for the man 
who wants to apply the full force 
of his creative ability and initiative 
to move forward with an aggressive 
“voung man” organization that’s 
going places fast! Attractive salary 
plus retirement and insurance bene- 
fits. Write fully including education, 
age, sal. desired. If possible, enclose 
one sample of writing. 

Box 7510, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Director Teen-Age Mag- 
azine. $12,000 yearly salary plus 
commission. Contract. State full ex- 
perience. 

Box 7521, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y 
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Retail Sales in Lawrence $50,686,000 


Sales are up in Lawrence! Sales Management Survey of 
Buying Power shows the typical Lawrence family has an 
effective buying income of $3,884. Total buying power 
for Lawrence estimated at $89,734,000. The Capital of 


the Worsted Textile Indust 


ry in America is a market of 


profits. 


EAGLE-TRIBUNE: Read in 95 out of 
100 homes. 82°, home-delivered— 
your sales message is read unhur- 
riedly within the home. 


te EAGLE- TRIBUNE 


_ LAWRENCE, MASSACHUSETTS | 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 


AGENCY =. 


in TEXAS 

In the prettiest, friendliest, cleanest 
of Texas’ big, fast-growing indus- 
trial cities, sure to grow by leaps 
and bounds in the period ahead, is 
the opening for a man who is an 
account manager with what it takes 
to be 90% his own boss. 


Here you will be close to the top. 
You'll have some of our important 
accounts. You'll get full credit with 
clients for your good ideas and 
sound judgment. 


But you'll have to be a SERVICE 
man with high creative ability. A 
new business specialist would be 
out of place in this job. Several ac- 
counts are over 17 years old. We do 
a strong job on copy. Almost neces- 
sary is either small agency experi- 
ence or up the hard way from pro- 
duction desk to account manager. 


Work! All you can handle. But you 
get paid accordingly; get full credit 
for your ideas. Clients respect this 
agency. Many of them will come to 
see you. Writing, planning, account 
service will be your job. Layouts? 
Scratch pad roughs to guide the 
artist, but you have to spark the 
ideas. You also have to be an execu- 
tive, and know how to get others 
to work with you and for you. 


The Pay? That depends on the man. 
Earnings are based on percentage of 
income from accounts, with a regu- 
lar monthly guarantee to cover all 
living costs. Income opportunity 
permits pleasant living and savings. 
You can live better here on much 
less than it takes in Big Town. But 
if you expect income in the $10,000 
bracket (or even close to it) any 
time soon—save your postage. 


Pedigree? It will be helpful if you 
come from the southwest, south or 
midwest. Experience minimum of 5 
years required. Your letter should 
tell us everything you would re- 
quire were you on our side of the 
desk. Send no samples—now. Strict 
confidence. Our people know of 
this ad. 

Box 7517, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted—National farm paper needs 
good advertising salesman for Mid- 
dle West territory. Good future for 
better-than-average man. 
Box 7544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 
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HELP WANTED 


ARTIST—$400 A MONTH 
Recognized long established Adver- 
tising Agency wants Artist who can 
do comprehensive layouts, some fin- 
ished art and lettering ... Regular 
hours 9 A.M. to 5:30 P.M. ... Per- 
manent ... Send samples which we 
will promptly return. 

Box 7518, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN 
Experienced all-around advertising 
man, about 30 years old, to assist in 
handling one or more large accounts 
using all types of advertising. Good 
personality. Must be capable copy- 
writer, a hard worker, systematic 
and must be thoroughly familiar 
with various types of media and all 
phases of advertising production. 
Excellent opportunity for right man. 
Write fully, stating qualifications, 
experience, references and salary 
expected. Please enclose snapshot 
if possible. Hutchins Advertising 
Agency, 42 East Avenue, Rochester, 
New York. 


Sales manager for advertising dis- 
play firm (cardboard, wood, etc.). 
Imperative you have background 
with top flight nationally known 
users of ad displays. Sales force 
comparatively small. Little travel- 
ing. Work out of Chicago or Mil- 
waukee office. Salary and commis- 
sion on personal clientele. Organiz- 
ation outstanding in creative design 
and construction. Service and vol- 
ume available. State current yearly 
volume, whom representing, age, 
family status, availability. Display 
Corporation, 357 E. Erie St., Mil- 
waukee, Wis. 


SALESMAN OR BROKER 
For advertising displays (cardboard, 
wood, etc.). 

Exclusive East, Midwest, and 
West Coast Territories. Impera- 
tive you have substantial top flight 
clientele of manufacturers of na- 
tionally advertised products. This 
organization outstanding in crea- 
tive designing and construction. In 
position to render exceptional serv- 
ice on volume. State current yearly 


volume, whom representing, age, 
family status, availability. L. A. 
Sauer, Display Corp., 357 E. Erie 


St., Milwaukee, Wis. 


Ethical Medical Copywriter, experi- 
enced, domestic and foreign detail, 
general management, product de- 
velopment, manufacture; general 
factotum small pharmaceutical 
house; or ideas, copy on medical 
agency accounts. Now employed; 
will travel. 
Box 7540, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Copywriter with ability to grasp 
problems quickly and to spark ideas 
for a well-established, small Ad- 
vertising Agency in city of 100,000; 
300 miles from Chicago. Some ex- 
perience in direct mail and produc- 
tion desirable. $3,000-$5,000 to start, 
with unusual oppor. for growth. 
Box 7530, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


MANAGING EDITOR 

for new-products industrial maga- 
zine. Engineering background re- 
quired with writing ability. En- 
thusiastic, conscientious veteran 
will be given preference. Ability 
to gather news from leaders in in- 
dustry desired. Successful magazine 
with wide acceptance. 

Box 7529, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


GOOD OPPORTUNITY 


Need a young man, able to sell 
and write on outstanding weekly 
newspaper, soon to turn daily. 
Busy city of 6,000. Good condi- 
tions, salary, etc. Established 
1870. Southern Wisconsin. Write 
if interested in permanent job with 
real future. 


Box 6205, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
Assistant Editor 


This man knows how to dig for facts, 
write brief, crisp articles. He may be an 
ex-serviceman, an advertising copy writer 
who seeks greener pastures, a talented 
reporter. He's between 23 and 33, with 
three to eight years of writing experience. 
He wants a permanent position with ex- 
cellent prospects for advancement in fast 
growing Chicago organization publishing 
business magazines. Salary depends upon 
P were and record. Write completely 
first letter, giving education, experience, 
personal facts. 


Box 6202, ADVERTISING AGE 
100 East Ohio Street, Chicago II, Illinois 


COPYWRITER 
WANTED 


Prominent Cogs agency has excep- 
tional opportunity for man _ experi- 
enced in writing trade paper and 
direct mail copy. Automotive and 
truck experience desirable. Give full 
details — experience, age, education, 
salary desired. Our staff knows of this 
advertisement. Replies confidential. 


Box 6191, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


Nl 


If you have a product to sell, 
a story to tell... sell it, tell it in “ 
Florida thru the advertising columns 
of Florida’s three great morning dailies! 


FLORIDA has money to spend . . . now! 
Expanded payrolls, postal receipts, retail 
sales, all point up a per capita purchasing 
power that rates A-1 in anybody’s book! 


FLORIDA has money to spend in the years 
after victory ... purchases of home and 
business sites, bank deposits, War Bond sales, 
mounting population. . . all demonstrate the 
excellent health of a permanent, predictable 


52-weeks-a-year market. 


This vast reservoir of purchasing power will 
continue to be influenced by the complete low 
cost coverage of Florida’s three great morning 


dailies ... in Florida’s three major markets 
and their tremendous trading territories. 


TAMPA, TRIBU E 


| JACKSONVILLE, FLORIDA TIME 


Atlanta 


* eal iy * ae 
Jann and Kelley, Inc 
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HELP WANTED 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


A REAL OPPORTUNITY 
Here is a real opportunity for live- 
awake man who has had business 
paper selling experience. One of the 
South’s largest publishing houses 
has an opening for a field editor 
who can sell advertising, write edi- 
torial copy and take photographs 
(latter can be. taught to him in 
short time). BUT above all he must 
not object to traveling 75 per cent 
of the time and putting in long 
hours’ in the field. Anyone looking 
for aisoft bed should not apply, but 
real money can be made by a pro- 
ducer; Automobile and camera fur- 
nished plus salary, expenses and 
bonus. Give complete facts, age, 
past experience and enclose photo- 
graph. Applicant’s record must be 
susceptible to rigid investigation. 
H. L. Peace Publications, 344 Camp 
Street, New Orleans 12. Long Dis- 
tance, Magnolia 7801. 


The newspaper that covers Dixie 
like the dew has permanent spot 
for one advertising copy & layout 
man; one layout man. Newspaper 
or retail store experience. Ability 
determines salary. Write J. A. Kirk- 
land, THE ATLANTA JOURNAL. 


POSITIONS OPEN 
With agencies, advertisers, pub- 
lishers and in radio for both men 
and women. 
No obligation to register. 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 


Agency Acct. Exee., 6 yrs. ind. adv. 
ag., publicity, editing, consumer and 
school adv. and sales prom... . de- 
sires change for greater opportun- 
ity. Position must be interesting, 
different. 30, m., 2 ch. 

Box 7534, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


West Indian Ethical Promotion, 
semi-ethical, laity (foods, drugs, 
etc.) Experienced working with 
agents; know way around. No desk 
job unless given reasonably free 
hand to direct activities in field. 
Some Spanish. 
Box 7541, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ADVERTISING ASSISTANT 
Can you write sound direct-mail 
copy that sells business and pro- 
fessional men? Or do you lack ad- 
vertising experience but can and 
like to write clean cut, straight- 
forward English? Established Chi- 
cago company (AAA 1) offers col- 
lege trained man, preferably in 
20’s good starting salary, finest as- 
sociates and working surroundings 
with every opportunity to grow, 
succeed and prosper. 

Box 7532, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Production - Promotion Man. Old 
well-established Chicago Publish- 
ing Company needs man to work 
under Advertising Director to 
specify type and make rough lay- 
outs, write advertising copy, design 
direct mail, create campaigns for 
advertising prospects, make re- 
search calls, ete. Prefer man in 
twenties or thirties. Position will 
be as important as man’s capabil- 
ities justify. Chicago location. 


Box 7536, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


FIELD RESEARCH 
INTERVIEWERS 


We have openings in some of the 
principal cities for Eastman Editorial 
Research representatives — men or 
women. 


This is probably the most exacting of 
all field research requirements. Job 
requires good personality, high order 
of intelligence and willingness to fol- 
low complete and precise instructions. 
We demand the highest quality of 
work and pay accordingly—give good, 
friendly cooperation and expect it. 


Work is on a part-time basis only, 
with ample advance notice. Number 
of assignments will vary with loca- 
tions and abilities of the investigators, 
Previous research experience not 
essential. 


No research bureaus need apply as 
we must deal direct with the investi- 
gator and reassignments are not 
permitted. 


Apply by letter only. 


THE EASTMAN RESEARCH 
ORGANIZATION 
(Publishers’ Editorial Counsel) 
330 W. 42nd St., New York 18, N. Y. 


e SALES 
EXECUTIVE 


Well known manufacturer of 
package products in house- 
hold field has an opening for 
top sales executive. Must be 
alert, aggressive and a force- 
ful administrator, who can go 
out into the field and inspire 
and develop a strong sales or- 
ganization. Backed by large 
national advertising campaign. 
Write fully, giving detailed 
information regarding past 
experience, income and per- 
sonal history. Address Au- 


brey, Moore & Wallace, Inc., 
Advertising, 230 North Mich- 
igan Avenue, Chicago 1, IIli- 
nois. 


WANTED 
SALES MANAGER 


by medium size company with well- 
known nationally advertised merchan- 
dise in drug and cosmetic field. Sub- 
sidiary of large pharmaceutical com- 
pany with important research facili- 
ties for development of post-war 
products. Write stating full qualifi- 
cations. 


Box 6206, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


Artist-Photographer: To assist Ad- 
vertising Manager of thriving manu- 
facturing concern located in small 
community. Knowledge of advertis- 
ing production details desirable. Ex- 
cellent opportunity for right man to 
learn and grow with this well estab- 
lished firm. 

Box 7546, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Executive Available 
Soundly experienced, versatile copy- 
writer; sales promotion, merchandis- 
ing, preparation of sales plans and 
literature; working with whole- 
salers, retailers, in foods, drugs, ap- 
parel, industrials. Prefer to serve 
medium size Chicago agency for 
whom I can secure profitable ac- 
counts. Successful record. Top ref- 
erences. Gentile. 

Box 7533, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


OUTDOOR ADVERTISING MAN 
with several years experience in 
sales and promotion, is interested 
in position with progressive adver- 
tising agency. 

Box 7539, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Artist—Designer—Age 31 
Advertising Layout, Finished Art, 
Industrial Design, Modern Interiors. 
Wish to build a sound future with 
established agency or manufacturer. 

Box 7537, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Artist; young lady with college 
degree, agency experience desires 
N. Y. City position. Good layouts, 
finished art, knowledge of reproduc- 
tion and type. 
Box 7535, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHERS REPRESENTATIVE 

Now covering railroad and com- 

munications field. N. Y. and Chgo. 
Box 7531, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
CALENDAR ADVERTISERS— 
Have novel calendar idea. Retains 
advantages of present form and at 
same time opens up new markets. 
Contact W. J. MecGrory, 3827 W. 
Maypole Ave., Chicago, [1l. 


Top notch idea and layout man 
wanted on free-lance basis, New 
York City. Give highlights of ex- 
perience and phone number in letter. 
Box 7542, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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MISCELLANEOUS 
FREE LANCE COPY 
Ads, direct mail, letters. Copywriter 
with leading Chicago agency. 
Box 7543, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Have you more work than you can 
handle? Group of free-lance vets 
who have written effective copy 
from soap ads to industrial products. 
Can make your layouts, draw car- 
toon ads. Familiar with typography. 
These men work as a team and 
would like opportunity to be of 
service to you. Give them a try. 
Reasonable rates per job or fee 
basis. 

Box 7538, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


New York. 


sion arrangement can be worked out. 


Wanted—Adv. Sales Manager 


An established Eastern publishing firm in the radio trade paper field seeks 
an exceptionally capable Sales Manager. 


Familiarity with radio-electronic accounts would be helpful, but is not para- 
mount. The man we want must have an outstanding record of personal, 
selling. The job is permanent—an opportunity of a lifetime for the right 
man. Either a fine salary, plus bonus, will be paid or if preferred, a commis- 


Give all details about yourself in absolute confidence. Personal interviews 
can be arranged in New York or Chicago. 


Address: Box 6203, ADVERTISING AGE, 330 West 42nd St., New York, N. Y. 


His headquarters will be in 


“THINGS THAT MAKE 
SYRACUSE GREAT... 


PEOPLE OF SYRACUSE 
ARE GREAT IN HEART 
... GREAT IN MIND 
... GREAT IN DEEDS. 


HESE are the people, who, time after time, have 


set amazing national records for outstanding gen- 


erous support of such worthy endeavors as the Com- 
munity Chest, Red Cross, Paper Salvage, War Bonds, 
Labor Recruitment, and other campaigns for the benefit 


of their country and community. 


These are the people who have proven themselves 


to be loyal, dependable, able workers . . . enjoying 


~! 


Pgs fo 


HERALD-JOURNAL (Daily) 


, Za 


HERALD-AMERICAN (Sunday 


a friendly relationship with management, and con- 


sistently meeting increasing demands for war material 


production. 


These are the people who have built a great city 


of beautiful churches, excellent schools, fine homes, 


thriving businesses and humming industries whose 


products are known throughout the entire world. 


THESE PEOPLE ARE TRULY GREAT, 


Reproduced thru the courtesy of the First Trust & Deposit Co., Syracuse, N. Y. 


AND BECAUSE OF THEM, 
SYRACUSE IS A GREAT CITY 
WITH A GREAT FUTURE 
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Union Bag to Durstine 


Roy S. Durstine, Inc., will han- 


Paper Corporation, New York. 


==[ainms 
A FACT 


Starting in July: “MATERIALS 
& METHODS”—new editorial 
section—mirrors new prod- 
uct uses. 


Moral For You: Present your 
products in this panorama of 
tomorrow! Advertise in 


PENCIL POINTS 
PROGRESSIVE ARCHITECTURE 


Send for new book “10 FACTS” 
330 West 42nd St., N. Y. 18 


| 
| 


dle the account of Union Bag & == x 


Matson Navigation Plans 
Freighter Fleet Expansion 

A $20,000,000 plan for expand- 
ing its freighter fleet has been an- 
nounced by the Matson Naviga- 


| tion Company, San Francisco, The 
| company, under the plan, will dis- 


pose of all its old freighters, 
which have been carrying cargoes 
to Hawaii for many years, and 


| will purchase approximately 20 of 


the largest and fastest carriers to 
be built. The plan does not in- 
clude disposal of Matson’s luxury 
liners, now in war service. 

The new freighters will double 
the company’s cargo carrying ca- 
pacity and triple its refrigeration 
facilities. About 130 regular 
monthly trips a year are planned 
to Hawaii from Pacific, Gulf and 
East Coast ports. Time between 
California ports and Hawaii will 
be cut to five and a half days, 


and between Pacific Northwest 
ports and Hawaii to six days, 
compared with 11 days before the 
war. 

% Bd * 

The salt-tank of sea food for 
Midwestern tastes is promised for 
the near future by the Refrigera- 
tion Equipment Manufacturers 
Association, after a review of re- 
ports from various branches of 
the industry. 

Among new processes which 
will make fresh sea foods avail- 
able to inlanders are the floating 
plant for processing, freezing and 
storing shrimp and the portable 
mechanically refrigerated contain- 
ers for shipping small quantities 
of freshly caught and frozen sea- 
foods by railroad, The portable 
containers would be delivered to 
individual stores and, eventually, 
to homes. 


| 


Ihoto courtesy Galvin Mfg. Co. 


Police officer receiving an important message through his Motorola Handie-Talkie. On his desk is a Motorola 


FM two-way radio telephone unit for broadcasting the message to a patrol car three miles away. 


53,000 Radio Technicians 
Read Radio-Craft. 


TELL IT TO THE TECHNICIANS 


through RADIO-CRAFT 


Witness the start of the “post-war” radio era. Walkie- 
Talkies are already in action — essential equipment for 
police and fire departments. Railroads are experimenting 
with two-way radio between locomotive and caboose. A 
two-way phone service will shortly be installed between 
automobiles en route and regular phone lines. Other ex- 


amples abound. 


This so-called “post-war era” is already notable for estab- 
lishing contacts where none previously existed. In the 
manufacturing field the same progress is being made in 
another way. Radio and electronic prospects are being 
reached in greater numbers and in a shorter period by the 


use of RADIO-CRAFT. 


With finger on the pulse of both the radio industry and 
the technicians, RADIO-CRAFT is sensitive to the needs 
of both. It serves as co-ordinator and expeditor linking 
producer and user in double-quick time. Before you make 
up your next advertising schedule be sure to leave a spot 


open for RADIO-CRAFT. Our reader-analysis survey sent 


on request. 


RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


Kindly send me a copy of your SURVEY. 


Company 
Street 


r 
1 
! 
I Name 
I 
I 
Me 


..Title 


....Zone No. State 


More than $50,000,000 will be 
spent by soft drink manufactur- 
ers to improve plants and replace 
equipment in the first postwar 
year, the American Bottlers of 
Carbonated Beverages reports. 
The expenditure is contingent, 
however, upon the supply of sugar 
and other ingredients in the next 


12 months. sa 


Newest wrinkle in frozen food 
merchandising is coin - operated 
vending machines. To date Mar- 
shall Field & Co. and Wieboldt, 
Inc., Chicago department stores, 
and Libby, McNeill & Libby, Chi- 
cago food manufacturer and dis- 
tributor, have acknowledged that 
they plan extensive selling of 
frozen foods either by self-service 
freezer units or coin-operated 
vending machines, or both. 

The advantage of coin-operated 
vendors is the saving in space by 
the display machine and the sav- 
ing of the store personnel’s time. 

* * * 

A “try before you buy” pro- 
gram for merchandising of semi- 
portable room air conditioners 
will be inaugurated by Westing- 
house Electric in the postwar 
period, according to the com- 
pany’s news service. 

Installation fees will be applied 
to cost in the program which will 
follow manufacture of the com- 
pany’s Mobilaire units after the 
war. The unit not only reduces 
room temperature, but also circu- 
lates air, brings in fresh air from 
outdoors, exhausts stale air from 
rooms, removes dust and dirt 
from the air, reduces humidity 
and shuts out street noise and 
dirt. 


* ok % 

A new invention, the time di- 
vision multiplex telegraph, now 
makes possible the simultaneous 
inward and outward transmission 
of 488 words a minute, equal in 
capacity to eight channels each 
way with an individual channel 
speed of 61 words a minute. The 
system, perfected by the Radio 
Corporation of America, was used 
during the San Francisco con- 
ference to speed the flow of of- 
ficial and press traffic between 
San Francisco and New York and 
London. 


Advertising Age, August 20, 1945 


According to Radio Age, which 
reported the invention, all eight 
channels may be used for two- 
way communication with one dis- 
tant station, or set up so that four 
channels, with a capacity of 244 
words a minute, may be operated 
in both directions simultaneously 
between two different stations, 
with automatic re-transmission of 
one or more of the channels to a 
third station. Two channels may 
be operated at any time instead of 
the eight or four. 

The system is expected to in- 
crease RCA’s international traffic 
to 200,000,000 words a year, com- 
.pared to 63,000,000 prewar. 

* % * 

A 126-year-old invention, the 
bicycle, is expected to sweep the 
postwar jitterbugs off their feet, 
according to a study made and re- 
vealed by the Eclipse Machine di- 
vision of Bendix Aviation Cor- 
poration, a pioneer in the bike 
equipment field. 

The company, which developed 
one of the earliest’ practical 
coaster brakes, predicts that 
American bicycle companies will 
produce more than 2,000,000 units 
during the first year of unre- 
stricted civilian production. Since 
1942 they have been limited to a 
monthly output of 25,000. The 
revival in bicycling enjoyed in 
1941 rivaled that of the Gay ’90s, 
with 1,850,000 bikes being pro- 
duced against 1,182,691 in 1889. 

* * ok 


A proposal that a sub-commit- 
tee composed of engineers in 
chemical, plastics, packaging, elec- 
trical, tool, production and metal- 
lurgical fields be named to the 
Council for Economic Develop- 
ment was made recently by E. J. 
MacEwan, executive  vice-presi- 
dent of the New Haven Chamber 
of Commerce. 

The group thus established, Mr. 
MacEwan _ said, would meet 
monthly to discuss problems con- 
fronting 750 diversified industries 
in that area. The sub-committee 
would not compete with estab- 
lished consultants, but would help 
the manufacturer determine where 
to seek the solution to his problem 
and the channels he should take to 
get the answer. 


. shown below, 
hs 


Tampa finage leedership in daily local food 
¢ first half of 1945 goes to The Tompa 


For effective coverage of Greater. Tampa's population of 
170,000, national food advertisers con alse use The Tampa 
‘Daily Times to advantage As Tompa’s only ofterncon 
_newspoper, The Tompa Deily Times is corried home to more 
than 45,000 fomilies in this responsive morket. it goes home, 
and stoys there, for thoughtful, therough, receptive reading 


in leisure hours. 


TAMPA DAILY TIMES 


NATIONAL REPRESENTATIVE 


* THE KATZ AGENCY, INC. 


Ad 
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A MESSAGE #o RETAILERS 
From Their Customers... . . 
THE WOMEN of SYRACUSE 


* 


Se main dan dp a ho aengy ol goats, eosgnee and 


vow plan tor cngteyee 
salen or bank fap 4 copy. oF send compom today ITS FREE 


(Names bere) 


‘These women of Syracuse are members of the Advisory 
Commune of The Comener tor Livevmn Developmest of 
Onondags Coury 

‘They agree wach the objectives of the CED — 


* They know thet with proper plssning sow Syracuse com 
sence cus and will provide tn share of teove JOBS 


CUSTOMERS SPEAK —Reversing the 
usual role, the women of Syracuse, 
N. Y., are offering a handbook for re- 
tailers designed as an aid in preparing 
postwar plans. The women, members of 
the advisory committee of the Onon- 
daga County CED, ran these ads in 
Syracuse Sunday + a get Aug. 5 
and 12. 


the newspapers’ contention that 
carriers are independent business 
men and not employes. Despite 
a recent NLRB decision to the 
contrary, the publishers will take 
the case to court to determine the 
status of carriers, in a move which 
may have an important effect on 
all newspapers. 


Other Papers Resume 


Meanwhile, strikebound news- 
papers in other cities resolved 
their difficulties and resumed pub- 
lication. 

In Birmingham, Ala., the strike 
which kept all three dailies out 
of publication for five weeks was 
settled yesterday. In New Jersey, 
one of the longest newspaper 
strikes on record—64 days—was 
scheduled to come to an end to- 
morrow when striking composi- 
tors on the Jersey City Journal 
and the Bayonne Times agreed to 
go back to work after most of 
their demands had been met. 


Ford Ups Weld, 
Shifts Managers 


John Weld, previously editor 
of the “Ford Times” and direc- 
tor of Ford Motor Company pub- 
lications, has been appointed pub- 
lic relations representative of the 
company for the eastern region, 
with offices in New York. 

Harry K. Turner has. been 
named manager, Dearborn, Mich., 
branch, succeeding Harry A. 
Mark, transferred to Dallas as 
regional manager, Mark L. Con- 
rad, an assistant branch manager 
in Dearborn, has resigned to es- 
tablish his own Ford dealership 
in Detroit. A. G. Coulton will 
remain as an assistant manager, 
Dearborn, 


Homestead Names Two 


Don H. Krey and Elliot G. 
Johnson have been appointed 
general sales manager and assis- 
tant general sales manager, re- 
spectively, of Homestead Valve 
Mfg. Company, Coraopolis, Pa. 


Canadians Elect Wertz; 
to Award Scholarships 


F. Rex Wertz, Vancouver News- 
Press, has been elected president 
of the Western Daily Newspaper 
Advertising Managers Association. 
A. H. Allerdyce, Winnipeg Trib- 
une, was elected vice-president, 
and James Ferguson, Saskatoon 
Star Phoenix, secretary. 

The association voted to award 
four scholarships annually to stu- 
dents in commerce courses at the 
universities of Manitoba, Sas- 
katchewan, Alberta and British 
Columbia. 


Directs Echophone Radio 


Lester L. Kelsey, general man- 
ager of the radio division of 
Stewart-Warner Corporation, Chi- 
cago, for the past 10 years, has 
been appointed a _ vice-president 
of Hallicrafters Company, Chi- 
cago manufacturer of short- 
wave radio, and general manager 
of the company’s Echophone divi- 
sion. 


Urges Home Vacationing 

P, Ballantine & Sons, Newark 
brewer, in cooperation with the 
ODT, is using 190 newspapers on 
the eastern seaboard and in Chi- 
cago for a 1,400-line insertion 
urging the public to vacation at 
home. The ad, to run once only, 
is placed by J. Walter Thompson 
Company, New York. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . . 100,000 readers 
daily! 


* *« THE *«* * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


Carrier ‘Strike’ 
Ties Up Three 


St. Louis Dailies 


St. Louis, Aug. 16.—Today’s 
editions of the St. Louis Post- 
Dispatch and Star-Times failed 
to appear when pressmen refused 
to report for work because of a 
strike called by Local 450 of the 
paper carriers’ union, which is 
affiliated with the pressmen’s 
union, 

The two afternoon papers and 
the morning Globe-Democrat to- 
night advised employes not to re- 
port for work until the issue is 
settled, as St. Louis publishers 
refuse to recognize the carriers as 
employes and thus to meet the 
carriers’ demands for collective 
bargaining. 

The issue, which has been smol- 
dering for weeks, revolves around 


HERE IT IS 
“POST WAR” 


Before long large numbers of 
our Overseas Veterans will be 
sailing home—back to take up 
civilian life where they left off 
when they were called into 
service. 


Many of them will be wel- 
comed back into newspaper 
offices and plants all over the 
country. 


To all returning Veterans we 
extend our greetings and best 
wishes. 


To those returning to news- 
papers represented by this 
organization we extend our 
special welcome. 


'SCHEERER & CO. 


New-York 17, 


ee Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 


APait 22 1945 


The Atlanta Journal Magazine technique 
has developed a new force for advertising. 
To the effectiveness of color and roto 


pelling attention factor known to the 
publication field. It is the local angle. To 
learn how The Atlanta Journal formula produces 


a copy of the magazine. Ask 
The Journal, Sawyer-Ferguson-Walker 
or The Metropolitan Group. 


) ournal 


Editet by ONG8S PERKENSOR 


reproduction it has harnessed the most com- 


a readership of 96 and 98 per cent, request 


Che Atlanta DZournal 


Covers Dixie Like the Dew 


Journal circulation largest in the South 


Sunday Magazine: | 


6% -men * 
ge % -women ‘ 


shown in study 


Readership The 


Atlanta Journal 


by “Publication 
Research Service 


*Conductors of the 
field studies for The 
Continuing Study of 
Newspaper Reading. 
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$730,000,000 Ad 
Budget Predicted 
in ‘Life’ Survey 


sales would rise from the three- 
year average of $454,250,000 to 
$901,000,000 postwar, an increase 
of 98%. The non-predictability of 
this class of advertising pro- 
hibited any estimate of advertis- 
ing expenditure postwar. Al- 
though the sales were well corre- 
lated with income, there is no 
correlation of advertising with 
sales. 


Tobacco Ads Up 78% 


Smoking material sales would 
reach $2,653,000,000, an increase 
of 39% over the average of $1,- 
905,000,000. Advertising at the 
same level would amount to $38,- 
600,000, an increase of 78%. 


Figures for toilet goods sales 
go back only as far as 1933, but 
it is felt that postwar prospects 
are more likely to parallel the 
most recent events rather than 
the earlier ones. An increase of 
50% in sales is estimated, bring- 
ing the total to $756,000,000 
against the average of $505,000,- 
000. Advertising expenditures 
would reach $49,100,000, up 50%. 

Medical supplies would sell at 
the rate of $851,000,000, up 41%; 
the advertising increase of 57% 
would bring the total to $25,- 
500,000. 


100% Hike for Wine, Liquor 


Kitchen supplies. sales. will 
reach $1,235,000,000, up 77% over 
the average; advertising will 
amount to $29,900,000, an in- 
crease of 79%. An increase of 
105% is predicted for wines and 
liquors for a total of $3,752,000,- 
000, with advertising expendi- 
tures reaching $14,300,000, up 
100%. 

House furnishings sales of $6,- 
150,000,000 would represent an 
increase of 84%; advertising 


would increase to $12,800,000, up 
96%. Clothing and footwear sales 
would increase 69% to $12,500,- 
000,000 and the advertising in- 
crease would be 112%, a total of 
$20,800,000. 


ECA Appoints Braun 


Lawrence M. Braun, with Elec- 
tronic Corporation of America, 
New York, for the past 13 years, 
has been appointed vice-president 
of the company’s newly formed 
export division to be known as 
ECA International Corporation. 
The new division will handle 
radios adaptable to foreign mar- 
kets, as well as exports of electro- 
medical products made by Elec- 
tro-Physical Laboratories, a di- 
vision of ECA. 


KOA Shifts Two 


Earle C. Ferguson has been 
transferred from the sales depart- 
ment of Station KOA, Denver, to 
the program department, in which 
he will be production manager. 
Ellsworth Stepp has been shifted 
from the program department to 
the post of account executive, 
sales department. 


stitute. 


ARTKRAFT 
FOR ANY OTHER KIND 


{So Our Customers Tell Us) 


They are so much better appearing, so effective in identi- 
fication, so potent in attracting business, so well built, so long 
lasting that America's leading merchandisers accept no sub- 


SIGNS {SPOIL YOU 


Thousands of Artkraft* signs everywhere today—a substan- 
tial part of which have been up for many years, all since 
before the war—are proof of their superior quality. 


PRODUCTION HAS STARTED 


WE ARE NOW 
BOOKING QUANTITY ORDERS 


for delivery in the order received. 


MASS PRODUCTION METHODS 


Additional plant facilities, most modern equipment, stream- 
lined production methods, and concentration on quantity or- 
ders permit us to offer the finest signs ever produced at the 
lowest cost in history. 


Place your order at once, if you have not already done so, 


*TRADEMARKS REG. U. S. PAT. OFF. 


SIGNS OF LONG LIFE* 
For Quantity Buyers. 


in order to get a good position in our production schedules. 
We are supplying samples where necessary. Quick delivery 
is foreseen, especially to customers ordering the same signs 
as before the war. 

Artkraft's* exclusive features include Porcel-M-Bos'd letters 
(raised out of the heavy sheet steel background by patented 
process, and 75% more attractive and readable); 999/1000% 
perfect neon (actual average record); Galv-Weld frame con- 
struction (no rust, no vibration); and 10-year guaranteed 


porcelain enamel. 
ATTENTION 


SALES MANAGERS AND 
AGENCY ACCOUNT EXECUTIVES! 


Leading merchandisers and national advertisers today fully 
realize the importance of the part played by a successful 
sign program. It affords the surest way of making other 
forms of advertising pay out. 

Artkraft® signs increase sales 14.6% and make national 
advertising 5 times as effective, by actual audited research. 


During the past quarter century we have regularly served 
such leading merchandisers as J. C. Penny Co., Shell Oil, 
A. & P. Food Stores, Western Auto Stores, Frigidaire, Mara- 
thon Oil, U. S. Tires, Pittsburgh Paint, Ford Hopkins Drugs, 
White Auto Stores, American Stores, 
Westinghouse, Lowe Bros. Paints, 
Skelly Oil, Nash-Kelvinator, Belk 
Stores, Ely & Walker, Ford, Empire 
Super Markets, National Refining, 
Mid-Continent Petroleum, Delco- 
Heat, etc. 


THE WORLD’: LARGEST MANUFACTURER 
OF SIGNS 


THE ARTKRAFT* SIGN COMPANY 
900 Kibby Street e Lima, Ohio, U. S. A. 


THIS COUPON FOR YOUR CONVENIENCE 


The Artkraft* Sign Company 
Division of Artkraft* Manufacturing Corporation 


900 Kibby St., Lima, Ohio, U. S. A. 


( ) We are interested in a quantity of Outdoor Dealer Neon 
Signs. 

( ) We are interested in a quantity of Porcel-M-Bos'd Store- 
front Signs. . 

Please send, without obligation, full details on Artkraft* signs. 


Name .. Teese Manse cues ed sh eaneTesererosssselelvaraeses 


Firm . 


Fate of Magazine, 
Book Paper Rules 
Remains Undecided 


(Continued from Page 1) 
siderably brighter future pros- 
pects than newsprint, it is gener- 
ally agreed. Only a week ago, 
WPB recognized improvement in 
the book paper supply by increas- 
ing consumption quotas to 85% 
of base period, 

In insisting on retaining con- 
trol over newsprint, WPB recog- 
nizes a worldwide newsprint 
shortage and ‘a special public in- 
terest in equitable distribution 
pending the availability of Scan- 
dinavian, Canadian and domestic 
supplies in normal quantities.” 
On the other hand, it says that “as 
soon as newsprint supplies ap- 
proach normal levels” the order 
must be lifted, for “continuation 
of the newsprint restriction for 
too long a period would have the 
disadvantage of unnecessarily lim- 
iting new competition.” 


Continues for ‘Several Months’ 


WPB says only that control will 
continue for “several months.” 
Nor is it believed that more defi- 
nite information will be available 
until the return of a special task 
committee, headed by J. Hale 
Steinman, director of the printing 
& publishing division, now in- 
vestigating European supplies. 
Under existing rules, however, 
WPB has frozen all imports of 
newsprint from Scandinavia and 
other European areas for the next 
six months. 


No Answer to Questions 


The future of restrictions on 
other papers is much less certain, 
it appears, with Chairman Krug 
twice ducking questions on that 
subject at his ‘“reconversion”’ press 
conference. 

While the supply of print pa- 
pers has been improving, the crit- 
ical question appeared to be 
whether V-J Day has _ speeded 
this improvement sufficiently to 
warrant lifting the protection 
which distribution controls are 
designed to provide for the small 
publisher. 

The Department of Commerce 
monthly pulp and paper survey, 
out on the eve of V-J Day, said 
developments in the pulp and 
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paper industry are generally en- 
couraging, with indications of 
substantially larger supplies go- 
ing into civilian channels, but 
that the low inventory situation 
would delay return of a normal 
situation. 


Pulp Supplies Improve 


In addition to disappearance of 
military demands for pulp for 
nitrating purposes, Commerce 
notes a general improvement in 
the pulp supplies—U. S. produc- 
tion for six months being 5% 
above last year, and Swedish im- 
ports beginning to arrive. While 
there is no assurance of the quan- 
tity of pulp that Sweden will 
ship, Commerce says, it may ag- 
gregate about 400,000 tons during 
1945, provided shipping and other 
factors are favorable. 

As a result of these trends, it 
is assumed that the industry ad- 
visory groups will get a generally 
favorable description of the sup- 
ply of raw materials for paper 
production. In making their 
recommendation, which need not 
be conclusive on WPB, the com- 
mittee will undoubtedly have to 
consider how rapidly this pulp 
can be processed into paper, and 
particularly, whether the paper 
mills have the necessary man- 
power and equipment to manu- 
facture paper in sufficient quan- 
tity to meet demands. 

The decision can be a recom- 
mendation for an immediate free 
market, or it could be a sug- 
gestion for retention of the quota 
systems, with consumption quotas 
increased as the supply improves. 


King Arthur and 
Frankfort Gins Promoted 


Seagram-Distillers Corporation, 
New York, through Warwick & 
Legler, Inc., is using full pages 
in wine and liquor publications 
to announce that King Arthvr gin, 
withdrawn from the market early 
in 1942, is again available in lim- 
ited quantities. 

Frankfort Distillers Corpora- 
tion, New York, wholly owned 
Seagram affiliate, in a double- 
page bleed in wine and liquor 
publications, reveals that Frank- 
fort London Dry gin is now being 
offered for national distribution 
for the first time. Young & Rubi- 
cam, Inc., handles the account. 


To Goldman & Gross 


Neverub Corporation, Chicago, 
maker of polishes and waxes, has 
appointed Goldman & Gross Ad- 
vertising Agency, Chicago, to 
handle its advertising. 


Production Flexibility 
for Kodachrome 


of bad headaches. 


Production and platemaking from color films is frequently a series 


After squinting through some transparencies, your client hasn’t the 
faintest notion of how they will reproduce. You can’t airbrush 


them, you can’t fit them into your final artwork, you can’t letter 
across them. Then the platemaker has a time of it. Some of the 


and richness you want. 


Write! 


City .... eee as variates 


films are heavy, some weak, some flat. He has to use up his allotted 
hours correcting normal variation instead of putting in that sparkle 


Our full color Chromart Prints, custom-made from your Koda- 
chromes to the sizes you specify, eliminate all these headaches. 
You give Chromarts to your platemaker instead of the color films. 
Big-time advertisers from coast-to-coast find that Chromarts give 
them the full flexibility and control they have dreamed of ever 
since Kodachrome revolutionized color photography. 


Chromarts are priced from $44 to $100 and pay for themselves. 


846 N. Fairfax, Hollywood 46 
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Westinghouse 
Dishwasher to 
Sell for $100 


Mansfield, O., Aug. .14.—A fully 
automatic dishwasher that will 
sell for less than $100 will be 
introduced by the Westinghouse 
Electric Corporation when full 
consumer production is resumed. 

J. H. Ashbaugh, vice-president 
in charge of the appliance divi- 
sion, revealed also that the com- 
pany will make an electric gar- 
bage disposal unit called the 
“Waste-Away.” 

He descrbed the new _ dish- 
washer as one-third larger in ca- 
pacity than prewar Westinghouse 
models. In 12 minutes, he said, 
the machine sprays, washes, twice 
rinses, cleans and drains dishes, 
glassware and silverware, and 
consumes only 16 cents’ worth of 
electricity a month. 

Fuller & Smith & Ross, Cleve- 
land, handles the Westinghouse 
appliance product account. 


Dealers Get 


Sample Packages 
of ‘Bit-O-Honey’ 


St. Louis, Aug. 14.—Supple- 
menting current consumer and 
trade publication advertising for 
its five-cent candy bar, Bit-O- 
Honey, the Schutter Candy Com- 
pany has sent a “get acquainted” 
package of four of the bars to 
dealers, “for the wife and chil- 
dren.” 

Current advertising for Bit-O- 
Honey includes space in Sunday 
comic sections in 46 newspapers 
and in 17 comic books, and in a 
list of women’s magazines. Schut- 
ter has informed dealers that the 
ad drive is not intended to in- 
crease sales at present, because 
demand exceeds productive abil- 
ity, but is designed to create a 
maximum of future demand. 

Schwimmer & Scott, Chicago, is 
agency for Schutter. 


Chatten Shifts Posts 


Louis J. Chatten has resigned 
as director of the WPB radio and 
radar division and has been ap- 
pointed vice-president and gen- 
eral commercial manager of 
North American Philips Company, 
Inc., New York, maker of elec- 
tronics products. He formerly 
was sales manager of the Dicto- 
graph Corporation and vice-presi- 
dent and general manager of Fada 
Radio & Electric Corporation. 


PRINTING 


AITHORN service is 
ee eee 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


~ 


Faithorn Corporation 
400 N. Rosh St., Chicago 11, Iinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


No Extra Paper 
for ‘Movie Show’ 


Recent announcement of a 
change in format for Movie Show, 
published by Liberty Magazine, 
Inc., implied that an additional 
paper allotment made the change 
possible. No extra allotment has 
been granted the paper, the new 
format requiring no more paper 
than the former one. 


Appoints Lew Kashuk 


Schlossmans Furniture Estab- 
lishment, New York, has ap- 
pointed the Lew Kashuk Adver- 
tising Company, New York, to 
handle radio advertising. New 
York city stations will be used. 


New Fougera Drive 


E. Fougera & Co., New York, 
has begun a fall campaign on 
Cal-Rinex hay fever remedy in a 
list of metropolitan newspapers. 
Street & Finney, New York, is the 
agency. 


pee ee py 
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Within the past two weeks ad- 
men have been flooded with a 
new chain letter plan, in which 
war stamps are the basis of the 
chain, instead of cash. The form 
letter says that the sender is op- 
posed to chain letters, but this 
particular one is for such a worthy 
cause, and “has the approval of 
the government.” The sad fact 
is that all endless chain letters 
are illegal and violate postal regu- 
lations. The Treasury specifically 
said in November, 1941, that they 
are not exempt from the regula- 
tions on fraud which the Post- 
master General is authorized to 
apply. 

* * * 

Hotel du Pont, Wilmington, 

Del., is inviting guests who have 


stayed at this “home away from 
home” to become members of its 
postwar planning committee by 
filling out a questionnaire cover- 
ing everything from desk service 
and “electric eye” doors to air 
conditioning and a possible swim- 
ming pool and newsreel theater. 
The answers will help it plan 
now for improvements in accom- 
modations and services. 


* * * 


Trade sources say that toys 
available for the Christmas trade 
this year will still be made mostly 
of wood, plastics and cardboard, 
despite a WPB order letting down 
the bars on metal. Total volume 
available probably won’t differ 
much from 1944, when sales were 
$115,000,000 at wholesale. 


abel on 


Joins Ad Research Group 

Marvin M. Gropp, formerly 
with Servel, Inc., and the Marine 
Corps, has joined the staff of the 
Advertising Research Foundation, 
New York. 
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AMERICAN» MUTUAL 


It is not always the costliest lure that gets the 
best results! It's just a matter of giving listeners 
what they want. And that's what WSIX does. 
Best proof of it is that 81.5% increase in WSIX's 
all-day average Hooper for the two years ending 
in January! Here is what WSIX offers: The best 


REPRESENTED NATIONALLY 


NASHVILLE Thule 


5000 WATTS 
980 KILOCYCLES 


| 
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daytime Hooperating of any Nashville station. 
Top shows of both AMERICAN and MUTUAL 
networks. Excellent coverage at very low unit 


cost. . . In the thriving middle Tennessee area 


covered by WSIX, more than a million potential 


buyers await your "plug". 
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60 
Form Industex Company 


The Industex Company has 
been formed in Chicago to pro- 
duce Industex service, designed 
to supply business firms with 
quick references to sources of in- 
formation on subjects covered in 
leading industrial, business and 
trade publications. The informa- 
tion will be provided on 3x5-inch 
index forms suitable for filing. 
Z. H. Mischka Company, Chicago, 
will handle advertising. 


Washington Pattern: 


a Free Hand 


(Continued from Page 1) 
Mr. Snyder explained. “The gov- 
ernment not only created the 
market but specified exactly what 
kind, shape and size its share of 
the nation’s output should be. 
Now that peace has come, the 
American people as_ individual 
customers will determine what 
business men and farmers are to 
produce.” 


What’s What in Washington 


Here’s what Washington will do 
toward liquidating wartime con- 
trols: 

Price and Rent Control: “Must 
be held in line until abundant 
supply and sharpened competi- 
tion can operate to prevent ruin- 
ous inflationary rises.” 

Wages: “Must also be held in 


1|/line wherever the increase would 


for Industry 


cause inflationary prices.” 

The Draft: Continues at rate of 
50,000 monthly for those under 26. 

War Bonds: Victory loan drive 
for mid-October in rush-planning 
stage. 

OWI: Slated for early liquida- 
tion. Conservation, economic sta- 
bilization, food programs remain 
important for several months. 

Transportation: Controls must 
remain temporarily. 

Termination: A $30 billion set- 
tlement job created overnight. 

Surplus Property: No idea 
where, what or how much, but 
there is to be no network of gov- 
ernment retail stores. Surplus is 
to move through retail trade 
channels subject to priorities for 
veterans, municipalities, educa- 
tional institutions and others. 

WPB: On the job perhaps eight 
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Within 25 miles of the Delaware River To Ne woe 
Bridge, connecting Philadelphia with = "7" Gumnea.any 
Camden, live 450,000 South Jersey x Tailinead 


people, who spend $225,000,000 annu- 

ally in retail stores. The Camden Courier- 
Post covers this territory. Its circulation in 
Camden County alone is more than that of ALL 
THE PHILADELPHIA DAILIES COMBINED. In the 


* ° 
Greenwich Favton 


contiguous counties of Burlington and Gloucester, 35% of tapfey on herter 

all families are regular Courier-Post readers. For SALES IM- i . le 

PACT in this prosperous market, representing 9% of the retail a Sle Gres ve 
Ss" 


sales of the entire Philadelphia A.B.C. City and Retail Trading 


Zone. . . the Camden Courier-Post is a MUST! 


| war conditions. On the other hand 


CAMDEN COURIER-POST 


REACHES 5 OUT OF 6 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 
National Advertising Representatives 


PHILADELPHIA CLEVELAND 


NEW YORK CHICAGO DETROIT 


more months chiefly to guard a 
very few scarce items and provide 
assistance to firms that find pro- 
duction tied up by bottleneck 
situations. 


Jobs Are the Problem 


Washington no longer talked of 
shortage of materials, or “scram- 
bles” for short supplies of steel, 
copper and other essentials. In- 
stead, speculation centered on the 
rate of increased civilian goods 
supplies, and the speed with 
which civilian jobs could be cre- 
ated for 8,000,000 displaced war 
workers, and the estimated 7,- 
000,000 men who would be re- 
leased from the armed forces in 
the coming year. 

The actual switchover to ci- 
vilian goods production will be 
well advanced in almost all fields 
by Christmas, WPB Chairman 
J. A. Krug indicated, but Mr. 
Snyder estimated that it would 
be 12 to 18 months before ex- 
panded peacetime economy could 
provide the “full employment” 
which has suddenly replaced war 
as the major point of interest 
here. 


‘Nuisance’ Controls Lifted 


Within a matter of hours after 
announcement of Japan’s capitu- 
lation, many of the “nuisance” 
controls were already on their 
way out. Gasoline, fuel oil, oil 
stove and canned fruit and vege- 
table rationing were lifted. Man- 
power controls were scrapped. 
OPA began lifting various classes 
of less essential goods from price 
control. WPB revealed that over 
the coming weekend it expects 
to remove all but about 40 of the 
400 limitation orders now on its 
books. 


Newsprint Remains Tight 


Among the items that are to 
remain under control are: 

Newsprint: As WPB put it, 
“There is a special public inter- 
est in equitable distribution pend- 
ing availability of Scandinavian, 
Canadian and domestic supplies 
in normal quantities. It is a 
matter of paramount concern that 
smaller newspapers are not forced 
out of existence during a period 
of scarcity directly resulting from 


continuation of the newspaper 
limitation for too long a period 
would have the disadvantage of 
unnecessarily limiting competition 
as soon as newsprint supplies ap- 
proach normal levels, therefore, 
the control will be revoked.” Best 
guess: World shortage will con- 
tinue for several months to come. 

Tin, Crude Rubber: Acute short- 
age until supplies are found in 
the Far East. 

Textiles, Lumber: Shortage to 
continue for approximately four 
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supply are filled. Military cut- 
backs wipe out manpower prob- 
lems in these industries. 


Civilian Goods Time-Table 


With the military virtually re- 
tiring from the market except for 
food and limited textile purchases, 
WPB scraps all ceilings on civil- 
ian goods production. All pre- 
vious program estimates become 
obsolete. Here’s the best guess as 
of today on the civilian goods 
time-table: 

Mechanical Refrigerators: Previ- 
ously programmed at 150,000 for 
the current quarter; 500,000 for 
the fourth. New estimate is 125,- 
000 now; 700,000 during the last 
quarter of 1946. 

Washing Machines: 50,000 and 
500,000 pre-V-J schedules remain 
unchanged. 

Sewing Machines: Now expect 
10,000 and 75,000 during current 
and next quarter. 

Electric Ranges: 45,000 and 60,- 
000 pre-V-J schedules now look 
like 45,000 and 100,000. 

Autos: Should beat 250,000 
scheduled for 1945, hit 500,000 in 
first quarter of 1946. Industry 
estimates are higher, but WPB 
says it has confidence in its fig- 
ures, 

Radios: 
year. 

Textiles: Men’s underwear and 
shirts will be on the shelves for 
Christmas. Army buying axed as 
much as 75%; cottons are 20% of 
pre-V-J demands; woolens 22% 
and yarns 30%. 

Tires: Scarce for three more 
months. 

Containers: Shortage to end 
promptly. 


Rationing Control Melts 


While WPB is no authority on 
rationing, its report on V-J Day 
says truck production will reach 
record levels by 1946 and that 
rationing can be lifted in two to 
three months. Motorcycle ration- 
ing can end this year. Refrigera- 
tors should reach sufficient rate of 
production to be free of rationing 
this year. 

On rationing, OPA Chief Ches- 
ter Bowles commented: “I have 
said again and again that we 
ought to get rid of wartime con- 
trols as soon as we can safely do 
so. We will remove the rest of 
the ration controls just as soon as 
the supply agencies have the 
figures to show that we can.” He 
cautioned that it is still too soon 
“to go overboard” on things like 
meat, sugar, tires and shoes until 
we have good evidence that there 
is enough to go around. 


Huge Cutbacks Coming 


In his reconversion report, Mr. 
Snyder said there was no need for 
mincing of words; that it was 


At least 2,500,000 this 


months until pipe lines of normal 


probable that unemployment 
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would rise to 5,000,000 or more 
within three months, perhaps 8,- 
000,000 before next spring. 

The extent of the problem 
brought about by sudden ending 
of the war is illustrated by these 
production figures: 

In July, the last full month of 
war production, munitions pro- 
grams were at the rate of $10.9 
billion quarterly; by September, 
the program falls to the rate of 
$3.6 billion quarterly and by De- 
cember to a quarterly rate of $2.4 
billion. 

Military demand for steel, for 
instance, now amounts to 30% of 
output. By December it will be 
only 4%, and there will not be 
sufficient civilian production to 
use all we make. 


Employment to Drop Sharply 


By major production classes, 
aircraft spending falls from a 
quarterly rate of $2.7 billion in 
July to $400 million in Septem- 
ber; ships from $1.8 to $1.5 bil- 
lion; guns and fire control from 
$400 million to $100 million; am- 
munition from $1.5 billion to 
$300 million; armored vehicles 
from $1 billion to $100 million; 
communications equipment from 
$700 million to $200 million. 

In terms of employment, V-J 
Day means a drop from 7.9 mil- 
lion workers in metals—chemicals 
—rubber industries in July to 4.1 
million in December; aircraft em- 
ployment plowed back from 1.3 
million to 200,000; shipyard from 
1.1 million to 500,000: federal 
payrolls from 1.6 to 1.2 million. 


Two Aims of Government 


Whatever the government does 
during reconversion will be aimed 
at (1) helping industry over the 
rough spots, or (2) guarding 
against inflation oor deflation. 
WPB’s attitude is that the job 
must be done by thousands of in- 
dividual business men but that 
government can encourage the 
process by lifting controls when- 
ever possible; by providing in- 
formation about location of parts 
and materials, or by providing 
special assistance in emergency 
situations. 

During the six to eight months 
that Mr. Krug expects the criti- 
cal reconversion problem to be 
on hand, government efforts are 
likely to move along these lines: 


A Five-Point Program 


1. Remove production ceilings 
on everything; limitation orders 
on raw materials whenever pos- 
sible, 

2. Maintain inventory controls 
to guard against hoarding, pre- 
emptive buying and _ stockpiling 
by a few at the expense of the 
many. 

3. Encourage production of 
scarce items and materials. 

4. Retain power to break bot- 
tlenecks. 

5. Protect small business. 

Mr. Krug said that the “low 
price line’ programs which have 
caused so much friction between 
OPA and WPB will no longer be 
a problem “because OPA realizes 
where materials are in long sup- 
ply, no control is necessary.” He 
expected the textile crisis to re- 
main for three or four months, 
and the newsprint shortage to be 
with us for several months. 

Most positive government effort 
to create employment will be in 
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the construction line, with WPB 
planning to release a huge indus- 
trial building program to absorb 
manpower and material. 


LOUIS BROOKMAN Jr. 
Chicago, Aug. 14—Louis 
Brookman Jr., owner and pub- 
lisher of Concrete and Marine 
Equipment, died 
here Saturday 
following an 
illness of three 
weeks. He was 
53 years old. 
Mr. Brook- 
man joined the 
Concrete Pub- 
lishing Corpo- 
ration in 1925 
and later ac- 
quired the con- 
trolling inter- 
est. He started publication of 
Marine Equipment in 1943 At the 
time of his death he was president 
of the Chicago Business Papers 
Association. He formerly headed 
the Chicago Dotted Line Club 
and was active in committee work 
of the Associated Business Papers. 
He was also a member of the Chi- 
cago chapter of the National In- 
dustrial Advertisers Association. 


MERRITT CRAWFORD 

New York, Aug. 14.—Merritt 
Crawford, 64, a member of the 
New York publicity and adver- 
tising staff of United Artists Cor- 
poration, died Sunday at Long 
Island College hospital. 

Starting his career as a re- 
porter for the New York World 
and the New York Morning Tele- 
graph, he became a motion pic- 
ture publicity agent in 1915, later 
serving as an executive of Fox 
and Metro-Goldwyn-Mayer. Mr. 
Crawford was co-founder and 
editor of Motion Pictures Today, 
a business publication. 


EDWARD EPSTEAN 

New York, Aug. 14.—Edward 
Epstean, 77, treasurer of Walker 
Engraving Corporation since 
1928, and active in the photo- 
engraving industry for more than 
50 years, died Aug. 8 at his home 
here. He was president of the 
Photo-Engravers Board of Trade 
from 1929 to 1934, a member of 
the American Society of Mechan- 
ical Engineers and a vice-chair- 
man of the Graphic Arts Research 
Bureau. 


L. Brookman Jr. 


Auto-Lite Moves to CBS 


Electric Auto-Lite Company, 
Toledo, sponsor of an institutional 
series featuring Dick Haymes on 
the full NBC network, Tuesday, 
7:30-8 p. m., EWT, is shifting the 
program to CBS, on the Saturday 
8-8:30 p. m., EWT, period oc- 
cupied by Noxzema Chemical 
Company’s ‘Mayor of the Town,” 
which moves to 8:30 p.m. the 
same evening. The Auto-Lite 
show will start on CBS Oct. 13 
or 20. Agency is Ruthrauff & 
Ryan, New York. 


‘On the Pacific Coast 
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is different 


Yosemite, Mt. Rainier, Death 
Valley, Catalina—normally are 
week-end jaunts for Westerners. 
And they look to one magazine* 
above all others for travel tips. 
It’s Sunset, of course, The Mag- 
azine of Western Living. 


*(Sunset the 7-to-1 favorite 
for travel information in Stan- 


ford University Survey.) 


Sears Shifts Statf 


David Jones, New Orleans ad- 
vertising manager of Sears, Roe- 
buck & Co., has been transferred 
to the Sears Birmingham branch 
in a similar capacity. He will be 
succeeded in New Orleans by 
Ellen Sauls. Philip N. Baldwin, 
former retail merchandising and 
sales promotion manager for Sears 
in New Orleans and for the past 
28 months in the Army air forces, 
has resumed his duties as sales 
promotion manager. 


Adds Market Research 
The Coleman Lamp & Stove 


_|Company, Wichita, Kan., has set 


up a market research department 
headed by Brad Corbin, former 
district sales representative for 
the company in Detroit and more 
recently in charge of public rela- 
tions activities. 


‘Look’ Ups Guenther 


Jack Guenther, sports editor, 
West Coast editor and assistant 
managing editor, successively, 
with Look since 1942, has been 
promoted to managing editor. Dan 
C. Fowler, copy chief of Look 
for the past year, and formerly 
Associated Press foreign news 
editor, becomes assistant manag- 
ing editor in charge of copy. 


Howard Joins Lunke 


Victor C. Howard, previously 
in the newspaper field in Van- 
couver, B. C., has joined the staff 
of James R. Lunke & Associates, 
Seattle agency. 
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Gets Best Foods Account 


Robert W. Tannehill of Benton 
& Bowles, Inc., New York, has 
been named account executive on 
Best Foods products, including 
Ceresota, Hecker’s flour, Presto 
and cereals. T. P. McDonough 
continues as account executive 
on Nucoa, Hellmann’s and Best 
Foods Real mayonnaise and 
Shinola shoe polishes. 


Mossberg Names Agency 

O. F. Mossberg & Sons, New 
Haven, Conn., firearms manufac- 
turer, has placed its account with 
Wilson, Haight & Welch, New 
York, effective Sept. 1. 


GIBBONS 


ADVERTISING J 


TORONTO, MONTREAL WINNIPEG, 


KNOWS CANADA 
J. GIBBONS LTD. 


. 
200 BAY STREET. - TORONTO 
REGINA, 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


0 Managers of 
SALES - ADVERTISING - MARKET RESEARCH 
A Ready Opportunity to Expand 


and Improve Your Distribution 


You, and all alert executives, are seeking 
new, aggressive dealers with the sales 
capacity to move all the goods your plant 
can produce. 


We have factual evidence of a fore- 
most distribution opportunity — TIRE 
DEALERS. These merchants have what 
it takes—the business experience, the 
locations, the facilities, the promotion- 
wise ability—to give you new, expanded 
sales capacity. 
TIRE REVIEW, the number ONE busi- 
ness paper in this field, can help 
you to interest 12,000 of these leading 
merchants. 
Write today for the facts. No other market 

is perhaps so fertile, so potent a sales . 
opportunity for the alert manufacturer of 

products such as electrical home appli- 

ances, radios, batteries, spark plugs, 

sporting goods, household accessories, 

and many other goods. 


‘TIRE 


FOUNDED 1901 


SUPER SERVICE STATIONS 


Ka BABCOX PUBLICATION — Edward S. Babcox, Publisher 


REVIEW. 


THE No. 1 BUSINESS PUBLICATION FOR TIRE AND 


31 NORTH SUMMIT ST., AKRON 8, OHIO 
LOS ANGELES — J. H. Tinkham, 1406 S. Grand Ave., Tel. Richmond 6191 


OTHER BABCOX PUBLICATIONS 


BRAKE SERVICE—SUPER SERVICE DATA BOOK—TIRE REVIEW CONVENTION DAILY 


* eae es. 


[a ee ‘, sae = aS TF ieee sng i i as bite ft. a eh Zé 2 - : o 7 Css ¥ gre % od y ‘sade isonet ¢ lad 
: 3 agit 3 apes fe ea” EE a + igi re tr 3 E te ae ; , se sleet a i ee ee : z a ps : : a : ; | | 5 * 
| 
: ae ~ : . =i a | 
| nen 
: ee 
+ 
) 2 a 
oe 
. | — 
d 
r 
iS 
f | 
id . 
ve 
Ly : 
th 
at 
to = : 
a= | 
: 
of 
1g 
S- | 
ve : 
ve : 
n= : 
do 
of | 
as | 
he 
He Po | 
on — 
ke 
til 
re Se —CtsSCSCSCis 
Vir. | 
for | 
vas 
ent 
| | ‘ , 
| ee vee — | 
eae Si 
—~ “) s a= rig . 
E travel mae.) & . 
: ; ee 
: 
ee } 


tuck WEA 


SUNDAY PUNCH U.S.A. isn’t a secret weapon. 


It isn’t the army alone, or the navy alone, or the 
marines or the homefront alone. It is the Combined 
Operations of the battlefront and the homefront— 
the united effort of everyone towards one common 
goal. 


SUNDAY PUNCH First 3 is the Combined Opera- 
tions of 3 exclusive factors: 


Rotogravure and Colorgravure—the sec- 
tions of highest reader traffic in... 


The FIRST 3 newspapers—the New York 

Sunday News, the Chicago Sunday Trib- 

une, and the Philadelphia Sunday Inquirer 

—all first in circulation, all first in display 
advertising volume. With a concentrated cover- 
age of 66.8% of... 


Metropolitan New York, Chicago and 
Philadelphia, the FIRST 3 Cities in the 
United States. 


Take advantage of FIRST 3’s huge slice of the U. S. 

market by placing your advertising message before 

a major segment of the families 

of FIRST 3’s Greater Market —a 

market of 40.1% of the total 

U. S. Retail Sales — 42.4% of 
the Food Sales. 


Take advantage of FIRST 3’s 

Sunday Punch — Total 

Circulation in excess of 6 
Million. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure  Colorgravure 


THE GROUP WITH THE 
SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, VAnderbilt 6-4894 
Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Good news for busy women! 
EVER WISH YOU WERE TWINS cicsc Miasie af extra z 
busy days, te: bare tame for ail hing: this cew Pr 
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Genuine Weor-Ever is worth waiting tot 


WEAR-EVER C7, 


ALUMINUM PRESSURE COOKER 
Made of the metel thet cooks best...caxy to clean 


COPERIOMT 1945. THE AL UMINUn COGEING GLENS, COMPANY, NEW KENSINGTON, PERNSTLVANL 


Cooks while you set the table 


Vine 


‘WORTH WAITING FOR'—Breaking in September magazines, the fall cam- 

paign of Aluminum Cooking Utensil Co., which opens with this color page, 

promises that Wear-Ever pressure cookers will go on display "very soon.” 
Fuller & Smith & Ross handles the account. (Story on Page 47.) 


FOR DEALERS—Full-color illustrations carrying out the "Right in Step" 

theme are draped from fabric backgrounds in this set of easel-backed dis- 

plays, currently being distributed by Mid-States Shoe Co., Milwaukee. 
Milprint, Inc., Milwaukee, designed and produced the series. 


WORK ALL DONE?—The OWI Graphics Bureau advisory committee met at 
the New York Art Directors Club to get the pitch on the "Beat Japan" cam- 
paign, assembling this “million dollar art department": 1. Arthur Blomquist, 
J. Walter Thompson Co.; 2. Paul Smith, D'Arcy Advertising Co.; 3. Adolph 
Triedler; 4. Mark Seelen, Outdoor Advertising, Inc.; 5. Gordon Aymar, Comp- 
ton Advertising; 6. Edward L. Fischer, Benton & Bowles; 7. Jack Tinker, 
McCann-Erickson; 8. Charles Faldi, Benton & Bowles; 9. Sanford E. Gerard, 
Benton & Bowles; 10. William Irwin, Dancer-Fitzgerald-Sample; I1. Jacques 
DunLany, chief, Bureau of Graphics, OWI; 12. Maury Hanson, OWl's deputy 
director, in charge of the campaign; 13. William Adriance Jr., Brooke, Smith, 
French & Dorrance; 14. Deane Uptegrove, Alley & Richards; 15. James Her- 
bert, art director, OWI; 16. Frank Hoctor, Kelly, Nason; 17. Lester Rondell, 
Warwick & Legler; 18. Albert Dorne; 19. Fred Ludekins. 
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SCHOOLERS—Munsingwear, Inc., Min- 
neapolis, has released this display to 
underwear and foundation departments. 
The black slate with yellow border is 
designed to suggest back-to-school 
garments for "young moderns" without 
committing dealers to specific styles. 


BREWED ALE 
OF THEIR FIRST CROP 


To Virginia, ia 1587, Su Waker Raleigh 
seat 2 band of colgmiscs who desappeared 
‘without « cace. In one lewer that peached 
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Smee 6 Sie, oc. me maomnes ee tate 


pena 
CARRYING ON THE FINEST TRADITIONS OF BREWING 
IN ONE OF AMERICA’S MOST MODERN BREWERIES 


MORE HISTORY—C. Schmidt & Sons, 
Philadelphia brewer, which recently ran 
a series of ads in eastern dailies on 
the origins of beer, has started a new 
series, of which this is one, telling the 
part beer has played in America's his- 
tory. Al Paul Lefton Co. is the 
agency. 


THE WAR'S 
NOT OVER 


‘til our last man 
is free 
@ STAY ON THE JOB! 


@ BUY BONDS 
@ PLAY FAIR 


Morton Stoops; upper right: car card, by John Falter; lower left: 24-sheet 
poster, by Kenneth Thompson, and lower right: one-sheet poster, by Allen Saalburg. 


PIN-UP FAVORITE—The ‘Hiram Walker Spirit's’ August issue carries this 

cover picture of Betty Schisler, who packs K-rations for the distiller at Peoria. 

She received many letters from servicemen following appearance of her 
picture in last November's issue of the house organ. 


~ , Speed the day 
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SUCCESSFUL BACKER—It is estimated that about 36,000 smaller versions 

of this. poster, requested by government agencies, and minus all advertising 

reference, were used in windows, showrooms and bulletin boards following 

its appearance on outdoor boards from Maine to Florida in support of the 

7th War Loan. U. S. Printing & Lithograph Co. produced the poster, which 
was illustrated by Harold Anderson. 


STAY OW THE JOB 
BUY BONDS + PLAY FAIR 
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GET THE JAP 
RESULTS: Upper left, design for car card and painted bulletin, by Herbert AND GET IT OVER! 


Work where youre needed 


SEE YOUR US EMPLOYMENT SERVICE 
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What Does A Girl Have To Do To Be A “Pin-Up”? 


oo might answer, ‘Provide a lot of this and a lot of 
that in the right places,” eh, Maggie? 


But you don’t need one single, solitary bit added OR sub- 
tracted, Maggie darlin’! You really rate. Why, you were a 
pin-up girl before today’s bathing suit ever saw the light 
of day. You’re pinned up—to stay—in the hearts of the 
20,000,000 Americans who read Puck-The Comic Weekly. 


Papas in Paducah, boys in Boise—boys and girls all over 
America who grew up with you, are sticking with you, they 
love you, Maggie! They love “Blondie,” too. And “Tillie the 
Toiler.”, And guess who gets pinned up by a certain cadet 
at West Point? ‘Queen Aleta’’—that cadet goes for her in a 
big way—a bit more than ‘‘Aleta’s” hero, “ Prince Valiant,” 


would like to admit. 


That’s The Comic Weekly for you—cartoon girls with. pin- 


up personalities — laughs, loves, thrills and tears—the greatest 
show of hits on earth! The on/y publication of its kind in 
the world—twenty million readers, worth their weight in 
green-backs to every advertiser in Puck-The Comic Weekly. 


And maybe #his is something you ought to pin-up yourself: 


The Comic Weekly’s 51 smart advertisers are doing 
something so simple it might seem radical. When 
they have mass-consumption products to sell darned 
if they don’t use the devices, the language AND the 


medium that the millions like ! 


Think about Puck-The Comic Weekly this way: It provides 
plenty of “this and that” for its great audience of readers... 
and in the right places, too...right in the homes of more 
than 6,500,000 families from the Atlantic Seaboard to the 
West Coast. Puck-The Comic Weekly, 959 Eighth Avenue, 
New York 19, N. Y., or Hearst Building, Chicago 6, IIl. 
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